





Registration fees, $40 for NIRA company and 
branch members, $50 for non-members, wrap up a 
bargain package which includes three luncheons, an- 
nual NIRA Banquet and Floor Show, opening re- 
ception and many other extras. Daily and single 
session registrations may be made at proportional 
rates. Advance registration and room reservation 


forms will be inserted in May 1962 R/M. 


Room rates at the headquarters Hotel Commodore 
run from $7-$15 single and $12-$18 double. 500 
rooms are air-conditioned, most with TV. 


Wives program will feature special sight-seeing 
tours. fashion show, luncheons and other interesting 
activities as well as the events on the regular con- 
ference program. Registration fee: $20. 


start planning now 


CONFERENCE 
and EXHIBIT 





for NEW YORK, June 17-20 








Employee fun for 61. 








TWA again slashes 


jet fares to Europe! 


TWA 17-day Economy fares are here 
again! The fares that make a glam- 
orous vacation abroad a possibility 
for nearly everyone. For example, 
your employee group can fly from 
New York to London... spend two 
weeks sightseeing, shopping, resort- 
ing ... and jet home for a round-trip 


fare of only $350.00. While in Europe, 
employees travel on their own or on 
a fabulous TWA Jetliner Tour from 
10 to 51 days. Tours start as low as 
$471.00, including round-trip air 
fare.t Put Europe in your Employee 
Vacation Plan this year. And savings 
with TWA 17-day Economy fares. 








| 

| TRANS WORLD 
| AIRLINES, INC. 
| Department RM-12 
| 380 Madison Ave. 
7 New York 17, N.Y. 
| 





Please send promotion material and 
complete information on new TWA 
SuperJet Tours of Europe. 


Name 





Company 





Address 








. 
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THE 
SUPERJET 
AIRLINE" 


USA: EUROPE - AFRICA: ASIA 


+ Prices per person based on 17-day Economy fares trom New York, effective October 
through March. Two people traveling together sharing twin-bedded room. 


* TWA THE SUPERJET AIRLINE is @ service mark owned exclusively by Trans World Airlines, ing. 
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Confirm management’s belief in the 


importance of industrial recreation 


An overwhelming vote 


of employee confidence 


H effective are our industrial and business employee 
recreation programs? 

Are they well-balanced ? 

Do they fill the need for which they are designed ? 

Do employees really appreciate the off-the-job sports 
programs and hobbies they foster ? 

These are questions members of the National Industrial 
Recreation Association are continually asking themselves in 
attempting to appraise their present efforts and established 
goals for the future. 

Unfortunately, they seldom have sufficiently concrete in- 
formation upon which to base an all-encompassing, scien- 
tific appraisal. 

However, that type of information was recently collected 
in a company-wide opinion poll conducted by the Lockheed- 
California Company. a division of Lockheed Aircraft Corp., 


Burbank, Calif. 


The results were an overwhelming employee vote of 
confidence in favor of industrial recreation. 

Tabulated and analyzed by the Industrial Relations Cen- 
ter of the California Institute of Technology, the Lockheed 
poll was divided into three sections. 

The first asked employees to rate their company in 11 
areas: Lockheed as a place to work compared with other 
companies, its future compared with other companies, pay. 
management’s performance and so on. 

The second section posed a series of questions bearing on 
the attitude of employees toward their job. 


And the third asked employees to rate company 
policies and benefit programs such as group insurance, the 
credit union and the Lockheed Employee Recreation Club 
(LERC). 

Questionnaires were mailed to the homes of more than 
19.500 employees; 569% completed the form, considered an 
excellent response in polling by mail. 


Normally, this space is devoted to the popular feature, “Top Management Speaks.” 
This month, however, the results of a comprehensive opinion poll conducted 
among 13,500 hourly employees of Lockheed Aircraft Corp., Burbank, Calif, 
give us the opportunity to hear “The Employees Speak.” 


Only the hour-paid employees. numbering approximately 
13,500 were asked to rate employee recreation club pro- 
grams since they outnumber all other groups as users of the 
club’s facilities. 


To evaluate LERC, employees were given four choices: 
very favorable. favorable. unfavorable and very unfavor- 
able. The results: 399% rated LERC programs very favor- 
able. A favorable rating was given by 45.89%. The un- 
favorable count was 3.2% with very unfavorable tallying 
only 1.36. Some 10.7 of the employees did not answer 
the question. undoubtedly those who do not participate in 
the program. 

With this 84.86¢ vote of confidence, out of an 89.3% 
response to the question, the employees strongly stated their 
appreciation of industrial recreation and left little doubt 
that recreation programs are definitely fulfilling a need. 

The survey also encouraged employees to comment on 
any phase of the company’s operations or policies. As ex- 
pected, most of these written comments were critical. 


However, it is significant that only four criticisms 
were aimed at LERC. None of these were in any sense 
severe and called for more, not less, employee activity. 
recreation facilities and organization. 

While LERC ranked seventh most favorable out of a total 
of 61 items rated by the survey, it is no less significant that 
employees voiced highly favorable attitudes on subjects 
which can be directly affected by a good industrial recrea- 
tion program. 

In analyzing survey results to employees, Caltech’s survey 
director, Robert D. Gray, observed, “On many subjects 
your opinions were more favorable than those we have 
found in other companies. Some of the items which were 
rated high included your opinions of fellow employees 
(89.4% favorable response) and cooperation within the 
group (82.4% favorable).” 


A direct relationship has been proved to exist between 
both of these items and an effective recreation program (see 
“Does Industrial Recreation Pay?” R/M, Jan.-May 1959). 
Undoubtedly LERC programs can also claim a portion of 
the credit for the extremely high 90.1% favorable attitude 
toward the company as a place to work. 

“This gratifying response from such a large number of 
typical industrial employees by means of this confidential 
poll, should be reassuring and bring satisfaction to every- 
one connected with industrial recreation,” stated Lockheed’s 
Recreation Manager Frank Davis. 
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promotes teamwork 


Plan your employee bowling program now — and 

make sure it’s an AMF-equipped Bowling Center. 

Why employee bowling? 

e All employees can participate. Bowling’s easy to learn 
... invigorating but not strenuous. 

¢Sure-fire popularity. Bowling is today’s most popular 
participation sport. 

¢ You benefit. Bowling teamwork builds a better on-the- 
job work team. 

¢ Low-cost program. League bowling goes easy on recre- 
ation funds. Your “Magic Triangle”-equipped bowling 
center supplies all equipment. 


AMF PINSPOTTERS INC. 


SUBSIDIARY OF AMERICAN MACHINE & FOUNDRY COMPANY 
JERICHO TURNPIKE, WESTBURY, L.1., N.Y. 


Why at a “Magic Triangle” Center? 


e Matchless equipment. League bowlers appreciate AMF 
extras such as exclusive “Magic Triangle” Automatic 
Pinspotters and Signaling Units. You get ’em at no 
extra cost, so why settle for less! 


e Superb facilities. AMF-equipped centers offer ultra- 
modern equipment, luxurious surroundings, delightful 
refreshments that make an evening complete. 

e Friendly cooperation. Your neighborhood AMF bowl- 
ing proprietor will be glad to help you set up your 
bowling recreation program—easily and economically. 
See him soon, and get the ball rolling. 


BOWL WHERE YOU SEE THE 






“MAGIC TRIANGLE” 
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Dayton Steel Racquets 
are ideal for any indus- 
trial tennis or badminton 
program. Their speed and 
accuracy have long made 
them a favorite of pro- 
fessionals and beginners. 

What's more, Dayton Rac- 
quets are practically inde- 
structible. Their steel strings 
and tubular steel frames are 
not affected by climatic 
changes. No covers or presses 
needed to protect them. They 
won't warp, splinter, rot, sag. 

Investigate them now. See 
them today at your local 
dealers or write direct to 
factory for more information. 


Dayton Racquet Company 






















FREE 


Rules and 

court layouts 
for badminton 
or tennis are 
yours for the 


10121 Albright St., Arcanum, Ohio asking. 


ayton 
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Free 
MOTION PICTURE FILMS 


in color and sound 


¢ Hunting 


Fishing 


Travel 


© Adventure 


Send for Free Literature 


THE WORLD 
©) 6B BOTO) 3x 


MOTION PICTURES IN THEI 
A, ©) <6 bs De ©) Oe BI OTO) °a) 


P: O. Box 549 PHONE DANBURY 
DANBURY. CONN PIONEER 88-2726 
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Why did your company join NIRA? 


7 company joined the National Industrial Recreation Association be- 
cause your management believes that by working together they can im- 
prove the material well-being of the company. They expect NIRA to im- 
prove your technical and professional competence and thereby enhance the 
contribution you make to the company s recreation program. 

The only logical reason for NIRA’s existence is in its ability to assist busi- 
ness and industry in developing and furthering their recreation services more 
advantageously than is possible by individual company effort alone. 

This Association is strong because of its 638 member companies. It is able 
to do things that would be practically impossible for individual members solely 
because in NIRA we have the combined strength, thinking, bargaining and 
purchasing power of a unified membership. 

In business every dollar must be productive. This includes the dollars 
spent in association memberships. For your money you expect leadership and 
service. You expect the association to be a direct extension of your staff; to 
perform functions that you cannot get anywhere else; to be the collection and 
distribution center for industry happenings and at the same time be its stand- 
ard bearer. 

Here in brief is why your company joined NIRA: 

Leadership. Dynamic, realistic, progressive, vital, and reasonable leadership 
on the national level. 

Service. Research and compilation of pertinent material, a clearing house, a 
library of information. Sponsor of competition, athletic and cultural, that will 
increase participation. 

Communication. Internal: dissemination of the latest information to all 
members via Recreation Management magazine and The NIRA Newsletter- 
Idea Clinics. External: liaison with government, public, private recreation 
agencies and associations, trade advertising, trade news service, conferences. 
exhibits, suppliers, ete. 

Direction. Planning for standards and ethics of industrial recreation as a 
profession, certification, legislation, public relations, new program areas such 
as travel, 

If NIRA meets these requirements, then you are getting your money's 
worth! 


Don L. Neer 


Executive Secretary 
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Industry’s Recreation Director: 


the man...the job...the pay 


NIRA study finds salaries of industrial recreation directors 


have jumped 14% in the last four years to an average $8,49 | 


fens the results of the extensive NIRA salary sur- 
vey recently completed by Research Director Gordon 
L. Starr. we could say industry’s “average recreation di- 
rector’ is a college graduate, married male, age 41 with nine 
years on the job and a yearly salary of $8,491. 

But he isn’t. 

This non-existent composite represents only highly hypo- 
thetical averages between widely varying personal and pro- 
fessional characteristics of the 140 NIRA members who 
completed the questionnaire. The survey shows that the dif- 
ferences in the man, the job and the pay are as widespread 
as the differences in other industrial recreation policies and 
practices. 

Ages range from 23 to 68; time on the job from several 
months to 31 years; education from two years of high school 
to two men with law degrees. Several report to the employ- 
ment manager, others are directly responsible to the com- 
pany president. Even among companies with 5,001 to 10,000 
employees salaries range from $4,200 to $15,000. 


Industrial Recreation Directors: Statistical Summary 


Nevertheless, there are several general patterns in per- 
sonnel, job responsibilities and compensation that emerge 
from the wealth of information gathered by the survey. 


THE MAN... 

A casual inspection of the Statistical Summary below 
reveals the most definite pattern in the survey: the larger 
the company, the older, more experienced, better educated 
and higher paid its recreation director is likely to be. 

The preponderance of men (94%) is surprisingly high 
compared to similar positions in other types of private and 
public recreation. This possibly indicates a failure either 
to attract or utilize women in industrial recreation. 

While the majority are college graduates, industry has 
yet to decide whether the man filling the position should 
be trained primarily in recreation or in business. Of the 
85 college graduates, 24 majored in some phase of com- 
merce or business administration while 20 majored in physi- 
cal education or recreation. If a generalization can be made, 


Percent Average —Education— % with 
Total in full-time Average Years on —Salary— Non-H.S. HS. College Graduate Expense 
Survey | Directors Age the Job Average Median Grads Grads Grads Degrees Accounts 
A. Companies with less than 1,000 employees 
Men 24 13% 39 74 $8,174 $8,000 l ll 12 l 86% 
Women 6 67 30 6.0 5,220 4,420 0 4 2 0 50 
Total 30 23 37 7.1 7,452 6,900 1 15 14 1 78 
B. Companies with 1,001 to 5,000 employees 
Men 63 37% 40 8.4 $7,957 $8,000 2 21 40 l 84% 
Women 2 50 33 45 6,000 6,000 l 1 0 0 100 
Total 65 37 40 8.3 7,889 7,800 3 22 40 1 84 
C. Companies with 5,001 to 10,000 employees 3 
Men 26 «| 65% 43 10.6 $9,236 $9,000 0 10 16 4 12% 


D. Companies with more than 10,000 employees 


Men 18 83% 47124 
Woman l ae 42 8.0 
Total 19 7 46 12.1 


Ali Men 13] 4] 91 
All Women 9 59 
Grand Total 140 9.0 
























$10,500 0 4 14 l 93% 
9, 0 0 l 0 _ 
0 4 15 1 93 
$8,400 3 46 82 7 83% 
$4,600 | 5 3 0 57% 
4 7 












tion 
a fi 
duti 
time 
assi 
Assi 
Fund 
Bloo 
Retir 
Cour 


Foo 
Inter 


i 
visi 
dep 
are 
mel 
apy 
alm 
the 
Res 
Pers 
Indu 
Plan 
Pres 
Emp 

( 


mo 





it would be that the recreation graduates hold a larger 


number of the full-time positions. Salary Increase 1953-196] 
THE JOB... 
Industrial recreation usually encompasses several func- F 1953 1957 1961 


tions. Even among the 45% who are assigned to the job on 
a full-time basis, most handle two or three other related — ore 
a ft ge a a 1953 $6,597 $6,200 $5,389 
duties, typically the blood bank and fund drive. The “part- 1957 7449 6800 6.200 
time” directors may perform as many as five to 10 other 1961 8,491 8,000 7,000 
assignments as indicated in the following table: 


U.S. Famil 
50% Average Mean coo.” 


Assignment: Percent Percent 40% 
Fund drive 39.5% Group insurance 21.9% 

Blood bank 37.9 Hospital insurance 21.9 

Retirement activities 34.3 Suggestion system 14.6 

Counselling 33.6 Security 12.4 

Food services 24.1 Parking VW 


Interviewing 23.3 Other 39.5 


, 30% 
Most of these related assignments fall under the super- ¥ 


vision of the personnel, industrial and employee relations 

per- departments. Thus, it follows that 66% of the directors 

Toe are responsible to the heads of these and similar depart- - 

5 . ° . . . 

ments. However, it is highly significant that many firms 20% 
appear to regard recreation as a separate operation with 
almost 18% of the directors reporting to an executive on 

low the top management level. 

rger Responsible to: Percent Percent 

ated Personnel 33.3% Employee Services 6.8% 10% 
Industrial Relations 20.0 Employee Relations 4.4 
Plant Manager 8.9 Public Relations 2.2 

nigh President, vice president 8.9 Employment Manager 1.5 

and Employee Rec. Assn. 8.1 Other 5.9 

ther Opportunities for advancement follow similar lines, Al- 0 E= 


Per Cent of Industrial Recreation Directors 






























most one-third have reached the top of the scale with little Less than $6,000 $8,000 $10,000 
has or no chance for advancing. Most, however, will continue $6,000 to $7,999 to $9,999 of more 
ould up the promotional ladder. Salaries 
the Advance to: Percent Percent 
‘om- Industrial Relations Mgr. 14.6% Employment Manager 2.1% 
aysi- Personnel Manager 13.6 Safety Director yA 
‘ Employee Relations Mgr. 9.3 Unknown advancement 16.6 
ade, Other personnel position 8.4 No advancement 15.6 Salary Range, Average by Company Size 
Plant Manager 6.3 Unlimited advancement 9.3 
Of the companies surveyed, 92% provided the recreation 
director with some form of paid recreation, clerical or main- $ 15,000 
tenance assistance. The largest staff reported three rec- ‘ian 
reation assistants, two clerks and 13 maintenance men. The , 
with largest number of recreation assistants reported by a single 13,000 
anse company was 12. 
unts 12,000 
THE PAY... 
While the salary ranges, even within the various com- 11,000 
5% pany size classifications, are vast, the two graphs at the ry 
) }_ right emphasize two unmistakable patterns: .—— 
1 * Directors’ salaries have increased steadily over the past ~ 9.000 
eight years (14% more than 1957, 32% more than °53 ac- 5s a... 7 Ba... Bmnetmynad 
cording to previous NIRA studies) and at a faster rate than B 4.000 
19, the average U. S. family income. In 1953, less than 7% of 1961 Average 
) the recreation directors made more than $10,000, Today, 7,000 a -----~ ae gad B 
" almost 30% top this figure. 
{ * Although there are extremes on both ends of the pay scale, — 
] average salaries show dramatic increases with a correspond- 5,000 
0%, } ing increase in company size. 
A comparison with other jobs in industry reveals the high 4,000 
status achieved by recreation directors. According to re- 1000 500 ‘4 10,000" 10000 
cently published data, the median salary for professional employees = employees == eemployees = employees 
sh engineers is pegged at $10,660, company house — — Company Stan Chanifieutions 
erage $7,200 and c ns ‘rsonnel ranges media . 
3 oe igre me — neianie in — ge oR Ee Shaded areas on each bar indicate median 50% 
, job analysis trainees to Ad) or high-leve of salaries in that size classification. 
3%, positions in that area. 
1% 
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Fish-A-Rama and Postal Rifle Match winners prove their skill during 


expense-paid sportsmen’s holiday on fabulous North Manitou Island 


N ever before in NIRA-sponsored 
sports contests have a string of 
smallmouth bass and a fine spike buck 
been given as first place trophies. 

But, in effect at least, those are 
exactly the awards won by William 
Tacke, Minnesota Mining & Mfg. Co.. 
St. Paul, Minn.. and T. Y. (Denny) 
Wu. Motor Co.. Ann Arbor, 
Mich., for their respective champion- 
ship performances in this year’s NIRA 
Postal Fish-A-Rama Postal Rifle 


Matches. 


Ford 


and 


TRIPS FOR TROPHIES 

Tacke and Wu collected their unique 
rewards during expense-paid, three- 
day. first prize trips to fabulous North 
Manitou Island in October. 

The island, located in upper Lake 
Michigan about six miles offshore from 
Leland, Mich., provides the rare com- 
bination of excellent smallmouth bass 
fishing with unusual opportunities for 
hunting deer. 

Donated by the non-profit William 
R. Angell Foundation, owners of the 
15,000 acre island game-preserve, the 


Accompanying the champions on the Manitou vacation: (lI-r) 
Frank Daniel, secretary, National Rifle Assn. ; 
ing manager, The Shakespeare Co.: and Don Neer, NIRA. 


* 


Tom Bubin, advertis- 


“champions safari” provided plenty 
of incentive for participants in both 
contests. 

The fourth annual NIRA Fish-A- 
Rama produced a record number of 
entries in the contest’s eight specie 
classifications (see page 16 for com- 
plete results). Tacke, a 10 year em- 
ployee in technical 
3M’s commercial chemicals depart- 
ment, won the northern pike classifica- 
tion with a fine 281% lb. catch. 

Then, when the northern was judged 
the best catch in the contest regardless 
of species, Tacke earned the Manitou 
fishing trip. 

Wu, a carburetor engineer at Ford’s 


maintenance at 


research laboratories, paced his com- 
pany’s rifle squad to the NIRA na- 
tional team title (765 x 800), then 
went on to win individual honors with 
198 out of a possible 200 points. 

The victory was especially sweet for 
Wu since it marked his steady progres- 
sion from third place to runner-up to 
winner the three years the 
matches have been held for employees 
of NIRA member companies. 


over 





The shooting matches, co-sponsored 
by the National Rifle Assn., also at- 
tracted a record field with more than 
700 team member and individual en- 
tries participating. 

Thus qualifying for the Manitou 
trip. Wu, who spends up to six hours 
a week on a rifle range but rarely 
manages a hunting trip, was given the 
first chance to bag a deer. 


SUDDEN SUCCESS 

He didn’t have long to wait. Late in 
the afternoon of his first full day on 
the island, Wu trained his sights on a 
115 lb. spike feeding about 175 yards 
away in an old apple orchard. 

It was his first shot of the day, and 
for a marksman of Wu’s ability, the 
only one he needed. 

Wu's hunting Chuck 
Casper, who, as president of Ford’s 
employee gun club, was also invited on 
the trip, brought down his buck in al- 
most identical fashion. 


companion, 


Sut their quick success did not 
bring the prize vacation to an abrupt 


end. In addition to the 1.200 white 


Sighting in his rifle, Denny Wu prepares to go after North Manitou 
deer. Spotting for Wu is Chuck Casper, president of the Ford Em- 
ployees Gun Club, who also made the trip to the wooded wonderland. 
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tails that roam the island’s rugged. 
wooded hills, sportsmen are also at- 
tracted by the secluded 256 acre lake 
near the very center of the island. 
Here. on the last day, Wu. Casper 
and other successful hunters in the 
NIRA party joined Bill Tacke and 3M 


Recreation Manager John Leslie. 


PRODUCTIVE WATERS 

Working the shoreline’s productive 
weed beds. rocky coves and steep drop- 
offs, Tacke enjoyed the benefit of a 
capable and distinguished guide, 
Everett R. Hames, general sales man- 
ager of The Shakespeare Co. As a trus- 
tee of the Angell Foundation, Hames 
had been instrumental in arranging 
the champions’ safari, 

The two experts made the most of 
the autumn weekend in their success- 


ful seach for the lake’s fabled five and 


we 
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Happy hunters, Denny Wu and Chuck Casper, show the results of 
one day’s work. Starting in 1940 with only five animals, North 
Manitou Island’s herd has grown to an estimated 1,200 deer. 
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six pound fighting smallmouth bass. 

In Wu and Tacke, industrial recrea- 
tion found two outstanding champions. 
Both men are avid, highly capable fol- 
lowers of their respective sparetime 
specialties, 

Tacke heads for the water at every 
opportunity and has put 70,000 miles 
on his “fishing car,” an older model 
which he and his wife use only for 


fishing trips. Tacke gave up making 
fishing lures when orders from friends 


took up too much of his time. 

In addition to his NIRA title. Wu 
has won three Ohio state rifle cham- 
pionships Michigan 
crowns since he starred on the varsity 
rifle team at the University of 
Southern California. 

Along with Wu and Casper, Tacke, 


and_ two state 


Leslie and Hames other prominent 
sports personalities enjoying the week- 
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Fishing champion Wil- 
liam Tacke (left), Minne- 
sota Mining & Mfg. Co., dis- 
plays an impressive string of 
smallmouth bass caught in 
the scenic waters of Lake 
Manitou. 





















Rifle champion T._ » 
(Denny) Wu, (right), Ford 
Motor Co., brought down 






his trophy, a beautiful 145 
lb. spike buck, with a dif- 
ficult 175 yard shot through 






the woods. 





NIRA group included 
Frank Daniel. secretary, National Rifle 
Assn.; Tom Bubin, advertising man- 
ager, The Shakespeare Co.; Bill Lau- 
rent, managing editor, Fishing Tackle 


end with the 


Trade and Don Neer. NIRA 


executive secretary. 


News ; 


PERFECT PRIZE 

They were unanimous in the opinion 
that the North Manitou vacation was 
the ideal to NIRA’s 
fishing and shooting champions. Ar- 
rangements for similar prizes for next 


means reward 


year’s events are underway. 

Official for the 1962 Postal 
Shooting Matches, to be announced in 
January R/M, will be the same as in 
previous years. Plans for the Fish-A- 


rules 


Rama, which may include monthly 
awards in all species, will be published 


in early spring. 


Fisherman’s paradise, Lake Manitou’s 254 acres yielded many 
scrappy smallmouth bass to the NIRA party. Champion Bill Tacke 
and 3M Recreation Manager John Leslie found conditions ideal. 
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NIRA Board in action 


Convening in Chicago, Oct. 21, for 
their regular semi-annual meeting, the 
NIRA Board of Directors considered 
an exceptional number of proposals de- 
signed to increase Association services. 
Items receiving specific action: 

¢ Establishment of a NIRA Hall of 
Achievement to be located in the na- 
tional office with plaques honoring all 
Helms Industrial Recreation Award 
national winners. A rule was also 
adopted to exclude all national win- 
ners from Helms competition for a pe- 
riod of five years after winning. 

¢ The Pick-Carter Hotel was selected 
as the headquarters site for the 1964 
NIRA Conference and Exhibit to be 
held in Cleveland. 

¢ The seminar format for regional 
conferences, used so successfully in 
Chicago (see Regional meetings, be- 
low) was recommended for use in key 
cities throughout the country. 

¢ Approved important committee re- 
ports on certification, research, schol- 
arship and tournaments which will 
continue to expand these areas of 
membership services, 


Certification underway 

NIRA’s program for the Certification 
of Industrial Recreation Administra- 
tors was officially launched Oct. 20, 
when the CIRA organizational com- 
mittee met to screen 30 applicants. 

Established to identify 
recreation leaders and to verify their 
professional abilities, CIRA will induct 
its first members during a special cere- 
mony at the 1962 NIRA Conference 
and Exhibit in New York City, June 
17-20. 

Of the early applicants, 25 were 
found eligible on the basis of original 
requirements with confirmation to be 
made previous to the New York Con- 
ference. The other applicants will be 
reviewed on the basis of forthcoming 
additional information. 


industrial 


Other industrial recreation person- 
nel desiring to be certified at the New 
York Conference may obtain applica- 
tions from NIRA Headquarters and 
then must return the completed forms 
by April 1. 

Basic requirements for certification 
call for five years experience in recrea- 
tion with a minimum of one year in 


industrial recreation, or the equiva- 
lent in experience and education. 

For Sept. 
R/M, page 8, “Professional Recogni- 
tion,” or write NIRA. Applicants need 
not be employed by a NIRA member 
company. 


additional details see 


NIRREF now a reality 

With prospects of far-reaching signifi- 
cance to the field of industrial recrea- 
tion, the National Industrial Recreation 
Research and Educational Foundation 
became a reality December 4 when in- 
corporation papers were filed with the 
State of Illinois. 

The purpose of the new organiza- 
tion as filed under the General Not for 
Profit Corporation Act covers four im- 
portant areas: 

e To field 
of recreation as it pertains to business 
and industrial settings; 


promote research in the 


¢ To aid in the advancement of edu- 
cation and training for personnel in 
the field of industrial recreation: 
e To establish scholarships, lecture- 
ships, research and student loan funds 
in accredited institutions; 
e¢ To provide for the publication and 
dissemination of research and educa- 
tional studies pertinent to the fields of 
business and industrial recreation. 

To be supported primarily by grants 
and contributions, NIRREF will fune- 


tion basically as the research and edu- 





cational arm of the National Industrial 
Recreation Association. 

NIRREF 
board of seven trustees, a majority of 
whom must be past or present members 
of the NIRA Board of Directors. In ad- 
dition, the NIRA president and execu- 
tive secretary will serve as ex-officio 
members of the board of trustees. 

In its final organizational meeting 
October 20, NIRREF elected John Les- 
lie, Minnesota Mining & Mfg. Co., as 
chairman; Oskar Frowein, Republic 
Aviation Corp., vice chairman; and 
Don Neer, NIRA, as secretary-treas- 
urer. 

Other trustees are R. Fred Canaday. 
General Motors Corp.; Walter R. Kelk, 
E. I. duPont de Nemours & Co.; Ken- 
neth L. Kellough, North American 
Aviation, Inc.; Robert E. Moss, Avco 
Corp. R.A.D.; and Gordon L. Starr, 
NIRA research director, University of 
Minnesota. 


will be governed by a 


Regional meetings 
Three highly successful meetings 
launched NIRA’s imposing 1961-62 
program of regional conferences: 
Region I Workshop, in Amberst. 
Mass., October 30, 31. co-sponsored 
with NIRA by the University of Mas- 
sachusetts. More than 40 delegates par- 
ticipated in the day and a half pro- 
gram which featured an impressive 
number of highly qualified speakers. 
Heading the list: Mrs. A. O. Brund- 
eardt, director. Vermont State Board 
of Recreation, and Dr. William Randall, 
continued on next page 
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Attending the NIRA Region I Workshop at the University of Massachusetts (l-r): Bob 


Turner, NIRA. President, West Point Mfg. Co.; Mrs. A. O. Brundgardt, director, Vermont 
State Board of Recreation; and Dr. William Randall, head, Dept. of Recreation Leadership, 
University of Massachusetts. Randall served as luncheon toastmaster. 
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Members of the NIRA Travel Council who met at Chicopee, Mass. (back row, I-r): Guy 
Anagnan, Canadian Ed. & Rec. Tours; Charles Gillette, N. Y. Convention & Visitors Bureau; 
John McAnulty, American Express Co.; John Rip, Overseas Travel Co.; Joe Brosnan, Grace 
Line; Ben Getzoff, Happiness Travel Service; (front row, |-r) Bob Benn, Grumman Aircraft; 
Wally Dowswell, Motorola; Kay Colburn, N. Y. Telephone Co.; Bob Turner, NIRA president, 
West Point Mfg. Co.; Jack Spencer, Overseas Travel; Don Neer, NIRA executive secretary. 


continued from preceeding page 
head, Dept. of Recreation Leadership, 
University of Massachusetts. 

Delegates enjoyed a President’s Buf- 
fet at the famous Northampton Inn, 
and their wives were treated to tours 
of historic New England homes. 
Region III Roundtable, in Chicago, 
October 19. Entitled “Consult the Ex- 
perts,” the one-day session was planned 
to give personnel assistants and other 
persons responsible for their company 
employee activities on a part-time basis 
an opportunity to discuss problems and 
practices with experienced, full-time 
industrial recreation directors. 

The informal discussions. moderated 
by NIRA Executive Secretary Don 
Neer, ranged over a wide variety of 
subjects adhering only generally to an 
established agenda. 

The success of the experimental meet- 
ing has prompted NIRA to plan other 
sessions of this type. 

Region V Conference, in Madison, 
Wis., October 13; co-sponsored by the 
Milwaukee County Industrial Recrea- 
tion Council, the Wisconsin Recreation 
Assn. and the University of Wisconsin. 

Featuring the key address, “Man- 
agement Looks at Recreation,” by 
Richard S. Falk, vice president, The 
Falk Corporation, the program com- 
bined an excellent selection of panel 
topics, general sessions and speakers. 


Travel Council meets 


Outlining a revision of the Tour Op- 
erators Checklist as the major project 


for the year, the NIRA Travel Council 
met in Chicopee. Mass., October 28- 
29. 

In revising the Checklist, the Coun- 
cil will ask all tour operators to sub- 
mit corrections and additions to bring 
the guide up-to-date and make it more 
comprehensive. The Checklist was 
originally published in May 1960 as a 
means for industrial recreation direc- 
tors to evaluate competitive bids for 
employee group tours. 

In particular, the revised Checklist 
would include additional data on do- 
mestic tours, especially those travelling 
by rail or bus. 

In other 
proved a 


action, the Council ap- 
special $25 membership 
which would entitle the branch offices 


of Council member air carriers. tour 
operators and hotel chains to reccive 
complete Council services. 

The Council also discussed risk in- 
surance which guarantees return of a 
chartered flight within 48 hours of its 
scheduled departure. Present rates are 
roughly $5 per person based on claim 
experience. It was recommended that 
the Travel Council, as the representa- 
tive of volume buyers, investigate the 
possibility of obtaining risk insurance 
for NIRA member employee flights at 
special rates, 


Conference planners 
Plans for NIRA’s 21st annual Confer- 


ence and Exhibit in New York City, 
June 17-20 are in full swing under the 
leadership of general co-chairmen 
Dave Chapin, Equitable Life Assur- 
ance Society; and Larry Benjamin. 
Rockefeller Center. Co-sponsored by 
the Industrial Recreation Directors 
Assn. of New York and the Long Is- 
land Industrial Recreation Assn., con- 
ference arrangements will be 
vised by the following 
chairmen: 


super: 
committee 


Wives program: Kay Colburn, N. Y. 
Telephone Co. 
Entertainment: Peter Frank 
Music Associates 

Program: Kjell Peterson, Metropolitan 
Life Insurance Co. 

Exhibits: Leo Leclerc. New York Stock 
Exchange 

Publicity: Ray Wolf, 
Lighting Company 
Registration and Reception: George 
Bennett, Air Reduction Co. 

Tours: Bob Benn, Grumman Aircraft 
Engineering Corp. 


Kelly, 


sone sian 
Long Island 





Officers of the Industrial Recreation Directors Assn. of New York meet to discuss plans for the 
1962 NIRA Conference and Exhibit in New York City (1-r): Abbie Van Gelder, corresponding 
secretary, N. J. Telephone Co.; George Kuhlman, 2nd vice president, First National City 
Bank; Leo Leclerc, president, New York Stock Exchange; Kay Colburn, treasurer, N. Y. 
Telephone Co.; Ted Scandurra, Ist vice president, Equitable Life Assurance; and Joyce Robin, 
recording secretary, National Broadcasting Co. 
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Group travel is easy 


(if you have a smart leader) 


To keep your group of friends, club members or employees 
in close formation, put them under the wing of a proven 
leader in smooth group travel—American Express. 


Group travel with American Express is low-cost and trouble- 
free. American Express has the experience (and patience) 
to help you plan every detail: transportation, reservations 
in advance of every stop, sight-seeing, side tours to spe- 
Cial fiestas and festivals, drive-your-own-car service—every- 


thing your group needs to have a memorable vacation! 


Contact your nearest American Express Travel Service 
Office for free literature on Group Travel. Or write: American 
Express Travel Service, Group Travel Unit, 65 Broadway, 
New York, N. Y. 

A RRR OC RR RE A SEE IETS NRE, 2 


AMERICAN EXPRESS TRAVEL SERVICE 
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Helms Industrial Recreation Award 


NATIONAL AND CLASS D WINNER: more than 10,000 employees 
Aerojet-General Corp., Sacramento, Calif. (Lee Corbin) 


CLASS AA: less than 500 employees 
Flick-Reedy Corp., Bensenville, Ill. (Arthur Conrad) 


CLASS A: 501 to 1,000 employees 
Faultless Rubber Co., Ashland, Ohio (Howard Honaker) 


CLASS B: 1,001 to 5,000 employees 
State Farm Insurance Cos., Bloomington, Ill. (Edith Campbell) 


CLASS C: 5,001 to 10,000 employees 
Minnesota Mining & Mfg. Co., St. Paul, Minn. (John Leslie) 


National Industrial Bowling Tournament 
TEAM LEADERS 


Open Division 

IBM Corporation, Rochester, Minn. 

Ford Hardwore & Acc. Div., Ypsilanti, Mich. 
Allen-Bradley Company, Milwaukee, Wis. 
Allis-Chalmers Mfg. Co.. Milwaukee, Wis. 
Pittsburgh Plate Glass, Barberton, Ohio 
Allis-Chalmers Mfg. Co., Milwaukee, Wis. 
Ford Motor Company, Dearborn, Mich. 
Pabst Brewery, Milwaukee, Wis. 
Continental Can Company, Inc., Chicago, Ill. 
U. S. Steel Goodfellow Club, Gary, Ind. 
Falk Corp., Milwaukee, Wis. 


Eight game total 
3834-3803—7637 
3741-3831—7552 
3735-3794—7529 
3842-3668—7510 
37 13-3708—7421 
3744-3604—7349 
3721-3607—7348 
3737 -3570—7307 
3758-3543—7301 
3620-3649—7 269 
3650-3608—7258 


NIRA postal CO, pistol team champions from Lockheed Aircraft 
Corp., Sunnyvale, Calif. (l-r): George Gustofson, Earl Pettibone, 
Edward Skoog and Harry Groh. Groh also won individual title. 
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Industrial Division 

Oscar Mayer & Co., Madison, Wis. 

Ford Motor Company, FEBA, Dearborn, Mich. 
S. C. Johnson & Son, Racine, Wis. 

Aurora Pump Division, N.Y.A., Aurora, Ill. 
Interstate Drop Forge, Milwaukee, Wis. 
Kohler Company, Kohler, Wis. 

Koehring Corporation, Milwaukee, Wis. 

Falk Corp., Milwaukee, Wis. 

Industrial Rubber Goods, St. Joseph, Mich. 
Madison Kipp Corporation, Madison, Wis. 
Ist Wisconsin National Bank, Milwaukee, Wis. 


Fight game total 
3555-3595—7 150 
3595-3526—7 123 
3505-3506—7011 
3602-3409—7011 
3475-347 1—6946 
3586-3360—6946 
3569-337 1—6940 
3389-3482—6871 
3460-3388—6848 
3335-35 12—6847 
3411-3436—6847 


INDIVIDUAL LEADERS 


Len Lejk, Allen-Bradley Co., Milwaukee, Wis. 1611 
Don Hacka, Wisconsin Motor Corp., Milwaukee, Wis. 1611 
Leo Lozynski, Allis-Chalmers Mfg. Co., Milwaukee, Wis. 1593 


Midwest Industrial Golf Championships 
TEAM LEADERS 


Division A 36-hole score 


Youngstown Sheet & Tube Company, East Chicago, Ill. 606 
Goodyear Tire & Rubber Co., Akron, Ohio 610 
Thompson Ramo Wooldridge, Inc., Cleveland, Ohio 610 
Alliance Machine Company, Alliance, Ohio 612 
Sangamo Electric Company, Springfield, III. 622 
Sinclair Refining Company, Hartford, Ill. 622 
Division B 

National Cash Register Company, Dayton, Ohio 612 
Standard Register Company, Dayton, Ohio 622 


NIRA Bowling champs, Open Division, IBM Corp., Rochester, 
Minn. (l-r) Carmen Ferallo; Bill Hudson, IBM personnel services 
manager; Ed Black; Jerry Malagrino, Jim Onraka and Duane Lewis. 


CHAMPION PAPERs | 
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salutes the winners of 1961 national and regional competition 


Minneapolis-Honeywell Regulator Co., Minneapolis, Minn. 624 
Champion Papers, Inc., Hamilton, Ohio 642 
Motorola, Inc., Chicago, Ill. 651 
National Homes Corp., Lafayette, Ind. 651 


Division C 


Rockwell Standard Corp., Newark, Ohio 659 
Owens-Illinois Glass Co., Alton, Ill. 660 
National Cash Register Company, Dayton, Ohio 668 
Allis-Chalmers Mfg. Co., Norwood, Ohio 669 
Standard Register Company, Dayton, Ohio 671 
Fansteel Metallurgical Corp., North Chicago, III. 679 


INDIVIDUAL LEADERS 


Division A 36-hole score 


Dale Schofield, Sangamo Electric, Springfield, Ill. 141 
Dick Crosby, Youngstown Sheet & Tube, Youngstown, Ohio 142 
Bud Anderson, Alliance Machine Co., Alliance, Ohio 142 
Roger Cox, National Cash Register Co., Dayton, Ohio 143 
Donald Mosher, Minneapolis-Honeywell, Minneapolis, Minn. 146 
Joe Golob, Thompson Ramo Wooldridge, Cleveland, Ohio 147 
Division B 

Charles Anthony, Minneapolis-Honeywell, Minneapolis, Minn. 151 
Paul Coe, Champion Papers, Inc., Hamilton, Ohio 152 
Ed Betus, Youngstown Sheet & Tube, Youngstown, Ohio 154 
Bob Glanton, National Cash Register Co., Dayton, Ohio 154 
Harold Harmony, Inland Mfg., Div of GMC, Dayton, Ohio 154 
John Holmes, Argonne National Laboratory, Argonne, Ill. 155 


Division C 
William Phillips, National Cash Register Co., Dayton, Ohio 157 
John Simpson, Standard Register Co., Dayton, Ohio 159 


Midwest Golf champs, Youngstown Sheet & Tube, East Chicago, 
ll. (-r) Ray Detrick, tournament director, congratulates Dick Crosby, 
Alex Zgorka, Jerry Austgen and Bill Allen. 


For their outstanding achievement in industrial recreation, R/M 
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Steve Dulack, Youngstown Sheet & Tube, Youngstown, Ohio 


Richard Saylor, Rockwell Standard Corp., Newark, Ohio 162 
Charles Engledow, Fairfield Mfg. Co., Lafayette, Ohio 163 
Frank Janks, Kaiser Aluminum & Chem. Corp., Newark, Ohio 163 
Management Division 18-hole score 
Dick Hamilton, National Homes Corp., Lafayette, Ind. 83 
Hank Sopka, Thompson Ramo Wooldridge, Cleveland, Ohio 84 
Carl Klandrud, Allis-Chalmers Mfg. Co., Milwaukee, Wis. 85 


Armco National Industrial Trapshoot 
TEAM LEADERS 


Champion Papers, Inc., Hamilton, Ohio 235, 116 
National Lead Company, Cincinnati, Ohio 235,114 
Westerner Club, Western Cartridge Co., East Alton, Ill. 234 


Inland Manufacturing, Div. of GMC, Dayton, Ohio 232, 108 
Production Plating Works, Lebanon, Ohio 232, 105 
Delco Products, Div. of GMC, Dayton, Ohio 231 
American Oil Company, Whiting, Ind. 231 
Wright-Patterson Air Force Base, Dayton, Ohio 231 
National Cash Register Company, Dayton, Ohio 230 
Joseph E. Seagrams & Sons, Inc., Lawrenceburg, Ind. 229 
Olin Mathieson Chemical Corp., New Haven, Conn. 229 
Cincinnati Milling Machine Co., Cincinnati, Ohio 229 
Armco Steel Corporation, Middletown, Ohio 228 
Frigidaire Division, GMC, Dayton, Ohio 228 
Owens-Illinois Glass Company, Godfrey, Ill. 226 
McCall Corporation, Dayton, Ohio 226 


continued next page 


Helms Award winners (\-r): Art Conrad, Flick-Reedy Corp.; Edith 
Campbell, State Farm Insurance; Lee Corbin, Aerojet-General Corp. ; 
Howard Honaker, Faultless Rubber Co.; John Leslie, 3M Co. 











Put a twinkle in his eye — 
laughter in his voice — warmth 
in your heart. 








S Mfrs. of the 
Finest Playground 
Equipment, Write 

for Catalogs. 


RECREATION EQUIPMENT CORP. 
724 W. 8th St. — ee, Indiana 


ee Sr 









The H-W Siebel Ce. 










VISITORS 








MANUALLY OPERATED: Visible in any size gym. 
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ONE-PIECE CONSTRUCTION: No loose parts to lose. 
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continued 

INDIVIDUAL LEADERS 

Bernard Kalapach, American Oil Co., Whiting, Ind. 
Joe Wood, Union Carbide, S. Charleston, W. Va. 
Bruce Spalding, Olin Mathieson, New Haven, Conn. 
C. O. Parsons, Wright-Patterson AFB, Dayton, Ohio 


50x50, 22x25 
50x50, 21x25, 23x25 
50x50, 21x25, 21x25 
50x50, 20x25 


NIRA Postal Fish-A-Rama 


NORTHERN PIKE AND ALL-SPECIES WINNER: William Tacke, Minnesota 
Mining & Mfg. Co., St. Paul, Minn. 28 Ibs., 8 oz. 


TROUT: Kenneth H. Blair, Ontario Hydro Electric, Peterborough, Ont., 
Canada. Brown trout, 9 Ibs., 15 oz. 


WALLEYE PIKE: Robert A. Matheus, Allen-Bradley Company, Milwaukee, 
Wis. 13 Ibs., 3 oz. 


MUSKELLUNGE:; Russell K. Komen, R. R. Donnelley & Sons Company, Chi- 
cago, Ill. 22 Ibs. 


LARGEMOUTH BASS: R. H. Rhinehart, E. 


1. duPont de Nemours & Co., 
Blackville, S. C. 12 Ibs., 1 oz 


SMALLMOUTH BASS: Duncan G. Mackenzie, Ford Motor Company, Dear- 
born, Mich. 5 Ibs., 5 oz. 


PAN FISH: Orba Phaby, R. R. Donnelley & Sons Company, Chicago, Ill. 
Crappie, 2 Ibs., 7 oz. 


SALT WATER: Marshall E. Munroe, Jr. 
Minn. Swordfish, 399 Ibs. 


, Motec Industries, Inc., Hopkins, 


NIRA-NRA Postal Shooting Matches 
TEAM LEADERS 


.22 Rifle 

Ford Motor Company, Southgate, Mich. 765 
Zeppelin Rifle Club, Goodyear Tire & Rubber Co., Akron, Ohio 754 
Delco-Remy, Div. of General Motors, Anderson, Ind. 753 


.22 Pistol 
Chapaco Rifle & Pistol Club, Champion Papers, Inc., Hamilton, Ohio 707 
Lockheed Employees Pistol Club, Lockheed Aircraft, Sunnyvale, Calif. 706 


Ansco Pistol Club, Ansco Div., Binghamton, N. Y. 703 
Ford Gun Club, Ford Motor Company, Southgate, Mich. 694 
CO, Pistol 


Lockheed Employees Pistol Team, Lockheed Aircraft, Sunnyvale, Calif. 758 
INDIVIDUAL LEADERS 


.22 Rifle 

T. Y. Wu, Ford Motor Company, Ann Arbor, Mich. 198 
W. E. Summers, Goodyear Tire & Rubber Co., Akron, Ohio 197 
Joe Broderick, Goodyear Tire & Rubber Co., Akron, Ohio 197 
Henry L. Woltman, Minnesota Mining & Mfg. Co., St. Paul, Minn. 192 
E. H. McDougall, Minnesota Mining & Mfg. Co., Willernie, Minn. 192 
.22 Pistol 

Jack McNeil, Olin Mathieson Chem. Corp., New Haven, Conn. 187 
Earl Pettibone, Lockheed Aircraft Corp., Santa Clara, Calif. 187 
Beve Wyatt, Champion Papers, Inc., Hamilton, Ohio 187 
Lynn Taylor, Ford Motor Company, Dearborn, Mich. 186 
Norman Goelzer, Ford Motor Company, Inkster, Mich, 185 
CO: Rifle 

Jack Stahl, North American Aviation, Columbus, Ohio 176 
CO, Pistol 

Harry Groh, Lockheed Aircraft Corp., Irvington, Calif. 193 
George Gustofson, Lockheed Aircraft Corp., San Jose, Calif. 191 
Franklin Shea, Lockheed Aircraft Corp., Santa Clara, Calif. 190 


World Softball Championships 


MEN’S FAST PITCH, Clearwater, Fla., Sept. 15-22 
WINNER: Stephens-Adamson Mfg. Co., Aurora, Ill. 
RUNNER-UP: Detroit, Mich. Burch Grinders 


WOMEN’S FAST PITCH, Portland, Ore., Aug. 25-Sept. 2 
WINNER: Whittier, Calif. Gold Sox 
RUNNER-UP: Raybestos-Manhattan Div., Stratford, Conn. 


INDUSTRIAL SLOW PITCH, Toledo, Ohio, Sept. 1-4 
WINNER: Pharr Yarn Co., McAdenville, N. C. 
RUNNER-UP: Combustion Engineers, Chattanooga, Tenn. 
































F | Bak= National Golt — 
x25 
x25 
x25 National Golf 
Foundation 
SPONSORS: 
Acushnet Process Sales Co. 
‘ota Allied Golf Corporation 
American Steel Box Corp. 
Arland Miniature Golf Courses 
ia Bailey & Izett 
= Brockton Footwear Sales, Inc. 
Brunswick Sports Products Co. 
Burke Golf Equipment Corp. 
ee, Burton Mfg. Co., Inc. 
Carlon Products Corp. 
= Claremont Fairway Golf Range 
-hi- Holmes Cook Miniature Golf 
Norman G. Copland & Assoc. 
B. A. Corbin & Son Co. 
=0., Cornell Forge Co. 
G. L. Cornell Co. 
Charles 0. Cox Corp. 
ar. Crescent Plastics, Inc. 
Daco Golf Products Co. 
Bert Dargie Golf Co. 
Hl. Davis Felt & Carpet Co. 
Derby Cap Mfg. Co., Inc. 
J. A. Dubow Mfg. Co. 
aa Dunlop Tire & Rubber Corp. 
E Eagle Golf Shop 
Eastern Golf Company 
Fairways Miniature Golf 
Fawick Flexi-Grip Co. % 2 Pee 
Fernquest & Johnson Golf Co. % é 
Jimmy Flowers & Co. } 
Golfcraft, Inc. ; . aig: x 
Golfdom, Inc. ; — sti ; 
Golfing i 
Golf Digest 
765 Golf World e = ¢ 
154 The B. F. Goodrich Co. rot rot ¢t re | ¢t ; 
54 he B. F. Goodrich Ca » F— [ie & Hee: et = O..- 
Paul Hahn 
Hand Craft Golf Co. s 
C. M. Hill Co. 2 2 
7 waist. | helping more Americans enjoy GOLF 
6 Hilts-Willard Glove Corp. 
A Hinson Mfg. Co. PT; , - 9 
Ben Hogan Co. 
Jackman Sportswear Co., Inc. the Game of a Lifetime 
Jacobsen Mfg. Co. 
758 King’s Golf Clubs 
Kosar Golf Development Lab. YOU and the NATIONAL GOLF FOUN- To Improve Your Golf and the sound-slide 
rata uate leas ™ DATION ... Whether golfer or golf business- instruction film Beginning Golf. 
ar Golf Supnly Co. man, you benefit through the continuing work of INFORMATION BULLETINS are pub- 
198 acGregor Golf Co. . baie : ; ‘ 
197 Fred Matzie Golf Co. the National Golf Foundation, a non-profit lished by the Foundation covering almost every 
197 Bc oy tg organization supported by the leading companies facet of golf activity and operation, including: 
192 National Capital Tere, Ine. in the golf industry to assist in the development Operating Statistics of Country Clubs, the NGF 
192 National Sporting Goods Assn. of more golf activities and more golf facilities Par-3 Golf Course Survey for 1959, Model By- 
y y 
Jim Noonan Company Laws, Servi B Caddi 
sia Northern Golf Ball Co. wherever they are needed eee ro ervices for etter aaaies, and many 
Obitz-Farley Co., Inc. others. 
7 Par — Co. NATIONAL GOLF FOUNDATION AIDS 
186 Par Light Mfg. Co. include such ‘how-to’ books as: Planning & NGF FIELD SERVICE is available free to 
185 — pope Co. Building the Golf Course, Municipal Golf any individual or group seriously considering a 
oves, Inc. ’ ; 
Professional Golf Co. Guide, Golf Operator's Handbook, Planning the new golf ee ouny club. NGF Field 
Rainy Sprinkler Sales é Representatives draw on their wide store of 
176 John Reuter Golf Clubhouse and the color, sound-slide film ee a — d inf bi _ > healt th 
Recemen Mower Corp. Community Planning Gets a Golf Course, for ee ee eee a 
ye Golf Shop ; ‘ potential of a new golf course project and will 
193 — — Inc. community golf promotion advise on the best planning, financing and oper- 
191 orge Sayers ‘ 
0. M. Scott & Sons Co. ti d vr 
190 Kemet smith GOLF ACTIVITIES MATERIALS include: “© PrO*®Cunes necessaty 
ed Smith 
Southern Golf Distributors Golf Lessons, The Easy Way To Learn Golf FOR MORE DETAILED INFORMATION 
A. py LL Inc. Rules, Golf Events, Golf For Industry, Golf about National Golf Foundation aids and serv- 
Sportsman's Golf Corp. Rules Wall Chart, Golf Instructor's Guide, How ices, fill out and mail this coupon, today... 
—a- Co. 
rank Strassa 
Taylor Brothers 
Stan Thompson Golf Club Co. TO: NATIONAL GOLF FOUNDATION, Inc. 
Triangle Conduit & Cable Co. 804 Morchendice Mart, 
True Temper Corp. Chicago 54, Ill. 
; Ralph Tyler Please pond me complete information on National Golf Foundation 
United States Rubber Company aids & services... 
Urban Land Institute 
Wilson Sporting Goods Company NAME: 
Wittek Golf Range Supply Co. F ADDRESS: 
passe “The Game of a Lipetion CITY: STATE: 
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°62 travel plans 

The flurry of group travel announce- 
ments points to a record year for em- 
ployee tours in 1962. To the plans out- 
lined last month (Nov. R/M, page 14). 
add the following: 

° Thompson Ramo Wooldridge Inc.. 
Cleveland, 87 passengers to six Euro- 
July 19-Aug. 20. 
Package includes everything except a 
few meals for per person cost of $799. 
@ Consolidated Edison Camera Club, 
New York City, to Jamaica by regu- 
larly scheduled jet, April 28-May 9. 
Total cost $322 per person. 

e E. I. du Pont de Nemours & Co., 
Aiken, S. C., three trips: Mexico (nine 
days, $290), Jamaica (six days, $200) 
and Nassau (four-day cruise, $115 to 


pean countries, 


$178). All costs include most meals 
and extras. 
e The B. F. Goodrich Co.. Akron. 


Ohio, 80 persons to Europe for 26 
days. $700. Employees have choice of 
two different land tours. 


Successful facility 

In the first three months of opera- 
tion, 10,000 participants registered at 
the new Exercise Room and Shooting 
Range which have been added to North 
American Aviation’s Rec Center in Los 
Angeles. 

In piling up the impressive attend- 
ance record, the largest share of par- 


ticipants—more than 8,800—are cur- 
rently using the 
modern gynmasium 
weekly basis or oftener. 
full-time 


Room’s 
facilities on a 


Exercise 


Two recreation coordina- 
tors are helping employees work out 
regular conditioning programs and are 
on hand to explain the use of the 
various items of exercise equipment. 

The rifle and pistol range, which 
shares the new 12,000 sq. ft. multi- 
purpose building with the exercise 
room, logged more than 1,200 partici- 
pants during the three month period. 

A rangemaster is on hand to help 
beginning shooters in smallbore rifles 
and .22, .38 and 5 caliber pistols. 
Targets and .22 ammunition are avail- 
able from vending machines. 

Both facilities are 
employees and their families. 


open to all 


Photo hunting 
Possibilities for an interesting. joint- 


project for employee camera and 
sportsmen’s clubs have opened up 
through The American Rifleman’s hunt 
for good color transparencies. 

The monthly magazine of the Na- 
tional Rifle Assn. The American Rifle- 
$75 for trans- 


parency which is accepted for use on 


man will pay each 
the magazine’s cover. 
Generally, the subject matter of the 
transparencies must be related to hunt- 
ing. shooting or firearms. The editors 


Celebrating his 91st birthday recently, Hans Leseth (center) of Chicago, also marked the 
beginning of his 11th year of league bowling. Leseth didn’t take up the sport until 10 years 
after his retirement in 1940. Today he is the second oldest league bowler registered with the 
American Bowling Congress. For the occasion he was presented with a new Black Beauty 
bowling ball by Brunswick Vice President Milt Rudo (1) with Charles Jahn (r), president 


BTiS 


of the United States Bowling Assn., joining the festivities. 


prefer 4x5 although 214x214 trans- 
parencies will be considered. They also 
require information on the subject 
matter, location and other pertinent de- 
tails of the photo. 

Send the transparencies to The 
Rifleman’s office at 1600 Rhode Island 
Ave., N.W., Washington 6, D. C. 


Employee Rembrandt's 


A record total of 175 art originals 
were shown by employees from 15 
Long Island companies in the recent 
second annual L. [. Industry Em- 
ployees Fine Arts Exhibit held at Beth- 
page State Park. 

The week-long viewed by 
more than 1,000 persons, exhibited em- 
ployee masterpieces in four categories: 
oils, watercolor, sculpture and graphics. 
Blue ribbons awarded to em- 
ployees from Sperry Gyroscope, Re- 
public Aviation, Grumman Aircraft 
and Airborne Sales. 


show. 


were 


The exhibit was coordinated by Re- 
public’s Art Guild and co-sponsored by 
the L. I. State Park Commission. Beth- 
page State Park Authority and the L. 
I. Industrial Recreation Assn. 


Bowling ‘“‘on the house” 


Providing an excellent’ example of 
proprietor-industrial —recrea- 
tion cooperation, 240 Charmin Paper 
Products bowlers filled the new 48-lane 
Fox River Lanes in Green Bay. Wis.. 
for a family night of bowling “on the 
house.” 


bowling 


The largest single group to partici- 
pate in the promotional offer made by 
the management of the new bowling 
establishment, Charmin families filled 
the roster for the event as soon as an- 
nouncements were made. 

Small children were entertained in 
the nursery while their older brothers 
and sisters, moms and dads and some 
grandparents spilled the maples. 

More than 20 bowlers won compli- 
mentary tickets in novelty roll-offs, An- 
nounced at irregular intervals, the 
feature involved rolling a single ball 
for a strike which entitled the success- 
ful bowler to three free games at a 
future date. 

Aside from promotional benefits. the 
proprietors found another advantage 
in working with industry. With ar- 
rangements and scheduling made in ad- 
Nick Miketinac, Charmin 
recreation director, it was said to be 
the most orderly event of its type 
sponsored by the establishment. 


vance by 












So much to enjoy SOUTH OF THE BORDER . 


SEE THE AMERICAS FIRST IN °62 





The GRAND CANY¢ 


IN... YELLOWSTONE and the ROCKIES . . . 


DISNEYLAND ... our nation’s CAPITOL and MT. VERNON! Hear CALYPSO where it was born! 


For the Vaeation of a Lifetin 


HAWAII 
Escorted sea, sea/air or air trans- 
portation. ‘‘Do-as-U-Please”’ to 
meet any special requirements. 


EAST 


Colonial New England; New York; 
New York-Washington. Washing- 
ton-Colonial Virginia, Williamsburg. 
Eastern Canada-Saguenay. 


FLORIDA 


Florida Circle. Special Miami Beach 
vacations with Caribbean exten- 
sions. 


CARIBBEAN 


“Do-as-U-Please’’ Caribbean Car- 
rousel visiting any combination of 
islands or only one if desired. 





SOUTH AMERICA 


Personalized tours from 12 days or 
longer, visiting countries desired. 





EUROPE 


.-» MEXICO... PANAMA... SOUTH AMERICA 


1e ... Go the Happiness Way 


MEXICO 
Escorted tours by rail, deluxe air 
tours, ‘‘Do-as-U-Please’’ holidays. 
Special Acapulco program. 





WEST 


Around the West, California, Las 
Vegas; Western Spectacular; Pa- 
cific Northwest; Canadian Rockies. 





._. COLORADO 


Escorted tours by rail, air, or motor 
coach. 





ALASKA 
Scenic escorted tours of Alaska. 


SPECIAL 


Kentucky Derby, Indianapolis 
Speedway, Mardi Gras, New York 
Weekend, Vacations to any conti- 
nent or country of your choice. 


BF REO 


—— 





Tours by sea or air. Special itinerar- 
ies via scheduled airline or charter 
to any desired country or countries. 





HAPPINESS TRAVEL SERVICE 


6 E. Monroe St., Chicago 3, Ill. STate 2-4900 





Gentlemen: please send literature and information on the following: 
For more than a quarter of a century, 


[|] Hawaii [_] South America |_| Colorado 
. , : om — 
Happiness Tours has offered the [_] East |_| Europe L] Alaska 
ae ew ; [_] Florida |_| Mexico [| Special 
American public the greatest value | Car 
I 8 [-] Caribbean [] West Other: 
in vacation travel. Let us help you 
, P Name i 
plan your employee 1962 vacations. oe —EE ees cia 
Or, they can enjoy any one of our OD ccccnnmsinnenncsion Address 
regular escorted tours. City, Zone, State __Phone 
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Safer boating 

A study of fatal boating accidents and 
their causes just released by the Out- 
board Boating Club of America reveals 
that the rate of fatal boating accidents 
has declined. 

In its report, “Accidental Deaths In- 
volving Small Boats—1960,” OBC pre- 
sents figures from the National Vital 
Statistics Division showing that the 





number of persons killed in boating 
accidents has remained constant—be- 
tween 1,100 and 1,400 annually for the 
past decade. 

Coupled with the tremendous growth 
of boating in the same period, this 
means the rate of fatal accidents has 
declined. For example, in 1949, there 
were .47 boating fatalities for every 
1,000 outboard motors in use. By 1959, 
this rate had dropped to .22. 

Negligence on the part of operators 
or passengers remains as the primary 
cause of serious pleasure boating acci- 
dents, accounting for 48.9% of the 


cases covered in the 1960 study. One 
out of every 10 fatalities was caused 
when someone disregarded a basic pre- 
cept of safe boating: “Don’t stand up 
in a small boat.” 

Other causes for serious boating acci- 
dents: weather 11.1%, mechanical fail- 
ure 6.4%, other 1.9%. The cause of 
31.7% of the accidents was unknown. 


Nonskeds in trouble 
Supplemental air carriers, who spe- 
cialized in group charter flights, face 
a rugged fight for survival. 

As the result of two recent major 
disasters, Congress, the Civil Aero- 
nautics Board and the Federal Aviation 
Agency have all launched investiga- 
tions into the nonskeds’ ability to fi- 
nance and follow adequate safety pre- 
cautions. 

The investigations come at the worst 
possible time. Unless Congress enacts a 
new law, the nonskeds’ authority to fly 
will expire March 24. Committees of 





UU New tr CP 


TROPHIES & AWARDS 


FOR LESS 


America’s Leading Distributor of In- 
dustrial Awards & Sports Trophies 
now offers TREMENDOUS DIS- 
COUNTS to Recreation Managers! 


American Trophy & Award Co. 


1304 S. WABASH AVE., CHICAGO 5. ILL. 


Send today for our colorful cata- 






PHONE 


log showing a complete line of 


CATALOG 


“Enthusiasm Builders’. 


WE 9-3252 


both houses are considering bills to ex. 
tend the authority, but the final form 
may well be influenced by the current 
probes. The industry could be placed 
under stricter regulations. 

Compiling a good safety record since 
coming under CAB regulation in 1955, 
the nonskeds ran into trouble during 
1960 when their fatality rate climbed 
to 4.25 per 100 million passenger miles 
compared to .75 for the scheduled air- 
lines. 


Bat bearings 

Presented with a Mickey Mantle base. 
ball bat by the famous Yankee slugger 
five years ago, George Hutter of Ber- 
genfield, N. J., decided to collect auto- 
graphs, inked on the bat, by his 
favorite baseball idols. 

The project was tremendously suc- 
cessful, starting right at the top with 
Ty Cobb, Rogers Hornsby, Joe Di- 
Maggio, Ted Williams, Bill Terry, 
Rube Marquard, the wives of John J. 
McGraw, Babe Ruth and Lou Gehrig 
plus many others until the total num- 
ber of signatures surpassed 200. 

Proud and enthusiastic, Hutter took 











Ask about YOUR Com- 
pany Trade Mark on 
every trophy. 

“Logos are our specialty’’ 














MAKE YOUR RECREATION PROGRAM A WINNER WITH AMERICAN TROPHIES! 
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“Chippin’ Turf,’ new, long-lasting prac- 
tice mat with patented “fingers of turf,” pro- 
vides feel of fairway or tee. Tested and suc- 
cessfully used by driving ranges, Chippin’ 
Turf is priced to retail at $5.95. For more 
information write Recreational Equipment 
and Devices Corp., 2110 W. Washington 
Blvd., Los Angeles. 


the bat to Baseball Commissioner Ford 
Frick immediately sensed the 
value of the bat as an addition to the 
exhibits in the National Baseball Hall 
of Fame and Museum in Cooperstown, 
\. Y. (see photo). 


who 


Something of a problem followed. 
How could so many names be properly 
viewed by visitors. The difficult situa- 
tion was relayed to the Timken Roller 
Bearing Co. in Canton, Ohio, whose 
engineers handled it with ease. 

A specially built bat turner and case 
were designed and made with electric 
gadgets at both ends to spin the bat at 
one complete twirl every 60 seconds. 

The entire contraption was recently 
delivered to the Hall of Fame by Earl 
Schreiber, Timken recreation director, 
and past NIRA vice president. 


**Learn to Bowl’’ 


Bowling lessons? It’s all on sound- 
slidefilm now at bowling establish- 
ments in many areas of the country. 
The “Learn to Bowl” clinic is part 
of a Brunswick Corporation effort to 
promote league bowling. The series 
teaches the rudiments of good bowling 
by means of audio-visual lessons pro- 
jected on sound-slidefilm equipment. 
The “Learn to Bowl” package in- 
cludes a DuKane Micromatic projector 
which automatically advances the pic- 


How to display a baseball bat with 200 
autographs of the game’s leading players was 
solved for Baseball's Hall of Fame by the 
Timken Roller Bearing Co. The specially 
built bat turner and case were recently pre- 
sented to the Hall of Fame by Timken Rec- 
reation Director Earl Schreiber (see story) 
where it is now on display. 


tures in perfect synchronization with 
the sound. 

For information about demonstra- 
tion of the slidefilm, write the DuKane 
Corporation, 100 N. Ilth St. St. 
Charles, Ill. 








to draw up a maintenance program for your floor 







ST. JOSEPH, MISSOURI « San Jose, Calif. « Passaic, N.J. 
Branches and Warehouses in Principal Cities 


ready for 











HILLYARD St. Joseph, Mo., Dept. P.6 3 

C Please send me Free chart for laying out, lining and e« 

Ask the Hillyard finishing my gym floor. e 
“Maintaineer®” in your area O Please have the Maintaineer get in touch with me. ° 
- - No obligation! ¢ 

—also for tips on preparation . 
for dances, etc. He’s e 

‘“* Name. be 

On Your Staff Firm or ° 
I iiceiccincncactcicnciucidivanse ° 

Not Your Payroll. : 
Address . 

. 

City State . 

° 

. 
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all activities 


== fp 


This beautiful light, smooth finish has the 
highest index known, of resistance to abrasion 
and scuffing. Chosen for leading industrial 
and college gyms that support heaviest 
schedules of all-round activity. Actually costs 
less because it wears 2 to 3 times as long as 
ordinary finishes, No-glare, non-slip. Cleans 
like a china plate for easy maintenance. 


HILLYARD 





GYM ®/ FINISH 


<>. 
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BUYERS GUIDE 


AND ADVERTISING INDEX 


The NIRA Buyers Guide of industrial recrea- 
tion products and services includes all those 
firms which have shown interest in industrial 
recreation either by becoming Associate or 
Affiliate members of NIRA, by exhibiting at 
the 20th annual NIRA Conference or by ad- 
vertising this year in RECREATION MANAGE- 
MENT. 


Bold face listing indicates additional in- 
formation is available in that company’s 
advertisement which appears in this issue. 
Page number of the ad is given in pa- 
renthesis. 

Product and service listings are grouped in 
the following categories: 


SPORTING GOODS 
Athletic Equipment 
Hunting Equipment 
Fishing Equipment 
Athletic Apparel 


FACILITIES 
Architects, Designers 
Playground, Park Apparatus 
Sports, Recreation Installations 
Maintenance Supplies 
Amusement Parks 


TRAVEL 
Carriers 
Hotels & Resorts 
Tour Operators 


VENDING 

PRIZES, TROPHIES, GIFTS 

CULTURAL ACTIVITIES, GAMES 
RECREATION SERVICES, ORGANIZATIONS 


Sporting Goods 


ATHLETIC EQUIPMENT 


Adirondack Bats, Ine. (55) Adirondack baseball, softball and 
youth league bats. Also Adirondack water skis. Hal Schumacher, 
Adv. Mgr., McKinley Ave., Dolgeville, N. Y., Dolgeville 5281 

American Trampoline Co. Trampolines. Bill Sorenson, Jefferson, 
Iowa, Phone: 386-3125 

Betson Enterprises, Inc. Recreation room equipment; table shuffle- 
board, billiard tables, bowlettes, automatic refreshment and snack 
bar. Package lease plan; sold or combination thereof. 3726 Ton- 
nele Ave., North Bergen, N. J., Union 3-8627 

Brunswick Sports. Complete line of athletic equipment including 
MacGregor, Red Head and Union Hardware Lines. William Ford, 
623 S. Wabash Ave., Chicago 5, Ill., WE 9-5688 

Dayton Racquet Co. (6) Steel tennis and badminton racquets. 
10121 Albright St., Arcanum, Ohio 

Hanna Mfg. Co. Baseball, Little League, Pony League, Babe Ruth 
League and softball bats. J. E. Broadnax, Athens, Ga. 

Hillerich & Bradsby Co. (12) Louisville Slugger bats, Grand 
Slam golf clubs, Power-Bilt golf clubs. Jack McGrath, Adv. Mgr., 
434 Finzer St., Louisville, Ky., Phone: 585-5226 

H-W Scoreboard Co. (18) Box 42, Lake Geneva, Wis., H. G. 
Whitford 


The MacGregor Co. (see listing under Brunswick Sports) 
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Midwest Folding Products Sales Corp. Portable folding tennis tahle, 
round folding tables, folding banquet tables, portable room 
dividers, caddy line of handling equipment. L. D. Speyer, Roselle, 
Ill., LA 9-2000 

Rawlings Sporting Goods Co. Manufacturers of quality equipment 
for baseball, basketball, football, softball, track, golf, tennis and 
other team and individual sports. R. O. Morgan, Sales Megr., 2300 
Delmar Blvd., St. Louis 66, Mo., CHestnut 1-2900 

Shakespeare Co. (see listing under Fishing Equipment) 

Sico Manufacturing Co., Inc. Sico tuck-away tennis table. Folds and 
rolls on its own casters, built-in net posts. U.S.T.T.A. approved. 
Elton T. Jones, V.P., Sales, 5215 Eden Ave. South, Minneapolis 
24, Minn., WEst 9-4663 

Seamless Rubber Company. Complete line of rubber athletic balls, 
playground balls, underwater equipment, trainer supplies. Harry 
Andrews, 253 Hallock Ave., New Haven 3, Conn., STate 7-221] 

Spalding Sales Corporation. Athletic goods, baseball, softball, golf, 
tennis, badminton, basketball, football, volleyball, track, soccer, 
squash. H. Nannen, Sales Mgr., Chicopee, Mass., JE 6-1200 

Union Hardware (see listing under Brunswick Sports) 

Wilson Sporting Goods Co. (41) Manufacturers and distributors 
of all athletic and clothing items serviced by our 27 branches. Ed 
Reutinger, 2233 West St., River Grove, Ill., GLadstone 6-6100 

Wittek Golf Range Supply Co. (33) Complete line of golf 
supplies and equipment for practice ranges and golf courses. Golf 
mats, balls, clubs and netting at wholesale prices. George W. 
Lynn, 5122-28 W. North Ave., Chicago 39, IIl., TU 9-2911 


HUNTING EQUIPMENT 

Converse Rubber Company (see listing under Athletic Apparel) 

Red Head (see listing under Brunswick Sports) 

Remington Arms Company, Inc. Sporting Firearms, ammunition, 
traps and targets for hunting and shooting. A. A. Riehl, Bridge- 
port 2, Conn., EDison 3-1112 

Shakespeare Company (see listing under Fishing Equipment) 

Winchester-Western Div., Olin Mathieson Chem. Corp., New Haven 
4, Conn. 


FISHING EQUIPMENT 


Converse Rubber Company (see listing under Athletic Apparel) 

Red Head (see listing under Brunswick Sports) 

Shakespeare Company. Shakespeare fishing, archery, tackle and golf. 
E. R. Hames, Sales Mer., 241 E. Kalamazoo Ave., Kalamazoo, 
Mich., FI 4-0101 

South Bend Tackle Co., Inc. Complete line of fishing tackle prod- 
ucts and programs for club recreation. D, J. Schaefer, 6710 N. 
Lincoln, Chicago 45, IIl., JU 3-0420 


ATHLETIC APPAREL 

AMF (5) (see listing under Recreation Installations) 

Brunswick Corporation (56) (see listing under Recreation In- 
stallations) 

Champion Knitwear Co., Inc. Sportswear & athletic uniforms with 
printed, individual designs. Fund raising items and camp togs. 
115 College Ave., Rochester 7, N. Y., BRowning 1-2235 

Company Blazers, Ltd. Blazers, top quality, for teams and as 
awards—manufacturer sells direct—complete line formal wear for 
glee clubs. 120 Walker St., New York 13, N. Y. 

Converse Rubber Company. Manufacturers of canvas, basketball. 
athletic footwear, sporting boots, insulated pacs and leather 
topped, rubber bottom hunting shoes. Grady Lewis, 2000 Mann- 
heim Rd., Melrose Park, IIl., FIlmore 5-3440 

General Athletic Products Company. A complete line of athletic 
clothing for baseball, softball, basketball, hockey and other sports. 
Also award jackets. C. E. Covault, Riffle St., Greenville, Ohio, 
Lincoln 8-4131 

The MacGregor Company (see listing under Brunswick Sports) 

Rawlings Sporting Goods Co. (see listing under Athletic Equip- 
ment) 

Spalding Sales Corp. (see listing under Athletic Equipment) 

Wilson Sporting Goods Co. (see listing under Athletic Equipment) 


Facilities 
ARCHITECTS & DESIGNERS 


Harrison, Brauer, Rippel. Site planning consultants. Landscape 
architects. Engineers. Recreation area planning and development. 
Arthur L. Harrison, Municipal Airport, Box 328, Ames, Iowa, 


Phone: 232-1589 


PLAYGROUND, PARK APPARATUS 


American Playground Device Co. (22) Heavy duty playground, 
swimming pool, dressing room equipment, picnic grills and tables, 
park benches, softball and tennis backstops. Warren P. Miller, 
Pres., P.O. Drawer 790, Anderson, Ind., Phone: 2-0280 

J. E. Burke Co., P.O. Box 986, New Brunswick, N. J. 

Game-Time, Inc. Playground and sports equipment for schools and 


parks. Robert S. Wormser, Litchfield, Mich., LI 2-2345 





n, 
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Hancock Iron Works. Outdoor stoves, pedestal mounted, for em- 
ployee picnic areas; extra large cooking surface; positive draft 
control; other exclusive features. H. V. Hancock, Box 13, Pontiac, 
Mich., FEderal 5-6230 

The Mexico Forge, Inc. Engineered park and playground equip- 
ment. William T. Kennedy, Jr., Mexico, Pa., McAlisterville 463- 
2194 

Recreation Equipment Corp. (18) Playground equipment, swim- 
ming pool equipment, indoor basketball backstops. John D. Nash, 
Dept. NIRA, 724 W. Eighth St., Anderson, Ind., Phone: 643-5315 


SPORTS, RECREATION INSTALLATIONS 

AMF Pinspotters, Ine. (5) A complete line of bowling equipment 
and supplies, including lanes, pins, finishes, returns, settees, balls, 
bags. shoes. Frank Mueller, Regional V.P., 6500 N. Lincoln Ave., 
Chicago 45, Ill., ORchard 4-1600 

Berlin Chapman Co. (18 & 27) Ez-Ad-Way mechanical folding 
bleachers in many arrangements and combinations for every type 
need: portable bleachers (steel and aluminum); steel deck grand- 
stands: permanent type grandstands; basketball backstops. Berlin, 
Wis., Berlin 100 

Betson Enterprises, Inc. (see listing under Athletic Equipment) 

Brunswick Corporation (56) Complete line of bowling balls, bags 
and shoes; all supplies and equipment for bowling lanes. 623 S. 
Wabash Ave., Chicago 5, Ill., WEbster 9-3000 

The Flxible Company. Sentinel self-service coin operated lockers 
with variable fee locks. J. Austin Smith, Loudonville, Ohio, 
Phone: 994-3408 


MAINTENANCE SUPPLIES 

Hillyard Chemical Company. (23) Manufacturer of Trophy gym 
finish and a complete line of floor treatments and maintenance 
for every type floor. Elliot C. “Jack” Spratt, 302 N. 4th St., St. 
Joseph, Mo., AD 3-1321 


AMUSEMENT PARKS 

Camden Park; Robt. N. Burley, Off. Mgr., P.O. Box 1794, Hunting- 
ton, W. Va. 

Euclid Beach Park, The Humphrey Co., E. P. 
Cleveland 10, Ohio, TV 1-7575 

Geauga Lake Park. Amusement park consisting of 31 major rides, 
plus 18-hole miniature golf course. Charles W. Schryer, Box 84, 
Aurora, Ohio, LOgan 2-7131 


Shilliday, Mer., 


Travel 


CARRIERS 

Air France; Wm. A. Clary, Sales Dev. Megr., 683 Fifth Ave., New 
York 22, N. Y. 

Alaska Airlines. Inc. Scheduled passenger and cargo service from 
the Pacific Northwest to Seattle. Alvin C. Schweizer, 595 Fifth 
Ave., New York 17, N. Y., PL 2-1144 

Alitalia Airlines. Jet service to Europe, Africa, Middle and Far 
East; via London, Milan and Rome. Pano Anastasato, 666 Fifth 
Ave., New York 19, N. Y., JU 2-8900 

KLM Royal Dutch Airlines. International airline servicing all con- 
tinents and 104 cities. Direct one-plane service to Europe from 
New York and Houston and to Caribbean from New York and 
Miami. L. Nobiletti, Mgr. Convention/Group Sales-USA, 609 
Fifth Ave., New York 17, N. Y., PLaza 9-2400 

Sabena Belgian World Airlines. International airline. Jan Yones, 

_ Sabena Bldg.—Fifth Ave., New York 19, N. Y., JUdson 6-1070 

Scandinavian Airlines System, Inc.; SAS Bldg., 138-02 Queens Blvd., 
Jamaica 35, N. Y. 

Swissair; Sales Development Dept., 3 E. 54th St., New York, N. Y. 

Trans World Airlines, Inc. (3) Air transportation. Herb Lynn, 
_Mgr., Commercial Sales, 380 Madison Ave., New York 17, N. Y. 

Varig Airlines. International airline serving both Americas. Number 
one airline in passengers and cargo to Brazil. Vincent P. Hackett, 
Mer. of Incentive & Special Sales, 630 Third Ave., New York 17, 
N. Y., MU 2-3100 


HOTELS & RESORTS 


Carillon Hotel. Miami Beach’s newest, most complete modified 
American plan resort hotel. A world of fun and luxury where 
every guest is King. Frederick R. Merritt, Dir.-Agency Sales, 68th 
_& Collins Ave., Miami Beach, Fla., UNion 5-7561 

Four Lakes; Johnny Lewis, 58 E. South Water St., Chicago 1, IIl.. 
_FRanklin 2-5166 

General Development Corporation. Homes and homesites for both 
investment and living in the sun. Also the world’s finest recrea- 
tional facilities. Peter B. SanFilippo, 2828 Coral Way, Miami, 
Fla., Highland 4-8371 

Hotel Manhattan. New York's newest hotel. 1400 rooms air-condi- 
tioned, with bath, radio and TV. Heart of Times Square. Groups 
welcome! William O. Roeser, Dir. of Sales, 700—8th Ave., New 
York 36, N. Y. JUdson 2-0300 


New York Convention & Visitors Bureau. Promoting individual and 
group vacation travel to New York City. Charles Gillett, Eileen 
Roddick-Roberts, 90 E. 42nd St., New York, N. Y., Murray Hill 
7-1300 

New York State Dept. of Commerce. Vacation lands and attractions 
of New York State. Joseph J. Horan, Dir., Travel Bureau, 112 
State St., Albany, N. Y. 

Ozark Playgrounds Association. The Ozark Playgrounds of southwest 
Missouri and northwest Arkansas offers year round vacation ac- 
tivities. Group and convention information available. G. Tom 
Ayers, Exec. Dir., 204 W. 4th St., Joplin, Mo., MAyfair 4-4250 

Albert Pick Hotels & Motels. Hotels, motels in 29 cities. Ideal loca- 
tions. Superb convention facilities. Swimming pools at all motels. 
Write for brochures. Merle E. Blessington, Asst. Gen. Sales Mgr., 
20 N. Wacker Dr., Chicago 6, Ill., STate 2-4975 

Sheraton Corp. of America. 63 hotels throughout the United States, 
Canada, and Hawaii. Matty Mathewson, Midwest Reg. Sales Megr., 
505 N. Michigan Ave., Chicago 11, IIl., WHitehall 4-4100 

Schine Enterprises, Inc. Resort and commercial hotels in Florida. 
Massachusetts, New York, Connecticut, New Mexico and Cali- 
fornia; catering to convention, group and meeting business. Sey- 
mour L. Morris, Dir. Pub. Rel., 40 N. Main St., Gloversville, 
N. Y., Phone: 4-7161 


TOUR OPERATORS 

Allen Travel Service, Inc. Complete travel service specializing in 
group travel to Europe and South America. Own office in Hawaii. 
Richard E. Lydon, 2037 E. 14th St., Cleveland 15, Ohio, TOwer 
1-6660 

Allied Travel, Inc.; Hans M. Helbling, Exec. Mgr., 25 W. 43rd St., 
New York 36, N. Y. 

American Express Co. (15) Complete travel service: travellers 
cheques, money orders, credit cards, foreign remittances, over- 
seas banking, field warehousing, armoured cars, etc. J. B. 
McAnulty, Mgr. Travel Sales Div., 65 Broadway, New York 6, 
N. Y., WHitehall 4-2000 

Canadian Education and Recreation Tour Operators. Tour operator 
specialized in group and tour movements for federations, unions, 
associations, recreation offices, etc. Guy Anagnan, 371 St. 
Catherine West, Montreal 2, P. Q., VI 9-238] 

Thos. Cook & Son (27) Organization and direct operation of 
quality but inexpensive employee tours. C. L. Hill, Mgr., Group 
Travel Div., 587 Fifth Ave., New York 17, N. Y., Murray Hill 
8-4000 

Happiness Travel Service (21) Complete travel service to “any- 
where in the world.” Employee vacations, group or individual, 
domestic and international. Benjamin Getzoff, 6 E. Monroe St., 
Chicago 3, Ill., ST 2-4900 

Edward Krones Enterprises; Edward Krones, 509 Fifth Ave., New 
York 17, N. Y 

Lanseair Travel Service, Inc. Industrial travel; employee vacations. 
incentive plans; wholesale and retail to all parts of the world. 
Jorgen B. Kolle, 1027 17th St., N.W., Washington, D. C., ME 
8-6675 

Maupintour Associates. International and domestic tour operators. 
Have separate divisions for sales incentive and industrial recrea- 
tion travel programs. Alan Citron, Natl. Sales Rep., The Malls, 
Lawrence, Kans., VI 3-121] 

Nationwide Charters & Conventions, Inc. Airline charters. Hotel 
reservations and all inclusive package tours for organizations and 
employees’ organizations. Harold S. Low, 40 Boylston St., Boston, 
Mass., HA 6-9727 

Overseas Travel Company, Div. of A. T. Henderson, Inc. Tour opera- 
tors for industry personnel group movements, world wide. Our 
offices 12 major cities, Europe and Far East. Members ASTA; 
fully licensed. John C. Rip, V.P., Sales & Prom., 37 S. Wabash 
Ave., Chicago, Ill., CEntral 6-4589 

Towne House Travel. | understand employee travel problems from 
the recreation director’s side of the desk. Employees benefit from 
my experience. Thomas P. Shanahan, 1640 Monroe Blvd., Dearborn 
8, Mich., CR 8-4600 

Transmarine Tours, Inc. Specialists in group travel, foreign and 
domestic. Established in 1936. Members of all transportation con- 
ferences. Thomas A. Broderick, Dir., Group Tours Div., 500 Fifth 
Ave., New York 36, N. Y., OXford 5-4460 

Universal Travel Agency; L. Roupioz, 3 Rue Meyerbeer, Paris 9e, 
(Opera), France 


Vending 


Automatic Canteen Company of America. Complete food and vend- 
ing service. C. J. Ritzen, V.P., Sales, 1430 Merchandise Mart, Chi- 
cago 54, IIl., DElaware 7-5900 

Automatic Retailers of America. The company provides automatic 
vending and cafeteria service to plants, offices, and institutions 
throughout the country. 2000 W. Fulton St., Chicago 12, IIL, 
CHesapeake 3-4570 

Betson Enterprises, Inc. (see listing under Athletic Equipment) 
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FOR SUPERIOR DESIGN, CONSTRUCTION 
AND PERFORMANCE ...FAR GREATER 
STRENGTH... UNEQUALLED SAFETY... 






PARK, PICNIC, 
PLAYGROUND 
AND SWIMMING 
POOL EQUIPMENT 


Since 1911 the finest equipment built, 
backed by lifetime guarantee against 
defective materials and construction 
« ... Specified by leading recreational 
authorities for almost half a century. 


Kr _» > Send for New Catalog 
Write for Folder 
On AMERICAN'S 
JIM PATTERSON 
LIFETIME 
Aluminum 
DIVING PLAYGROUND DEVICE CO. 
BOARD ANDERSON, INDIANA, U.S.A. 
WORLD'S FINEST ee ciceeey. ahuuninrinens OD GRINE 
OFFICIAL BOARD 


AAAS 


AMERICAN 























“The more extensive a man’s 
knowledge of what has been 
done, the greater will be his 

power of knowing 


what to do.” The 

WHY exchange of 
information is 

worth countless hours of study. 

It saves painful trial and 

error. Why stand alone when you 


can benefit 


from others 

STAND (“vichicv: 
already solved 

problems similar to yours? Why 
stand alone when you can have 

at your finger tips special 

research, 


AL 4 consultation 
a service, a 


reference 

library, news of the latest 
developments and trends. Use 
the services of the National 
Industrial Recreation Association. 











26 RECREATION MANAGEMENT, DECEMBER 1961 


The Coca-Cola Company. Coca-Cola. Wayne B. McConnell, 1.0, 
Drawer 1734, Atlanta 1, Ga., TRinity 5-3411 

Consumer Standard, Inc. Group vitamin plan, approved fund rais. 
ing employer-employee mutual benefit health program, Roy 
Bathrick, Pres., P.O. Box 421, Crystal Lake, IIl., Phone: 459. 
1048 

Continental Vending Machine Corp. Electronic cafeteria. Jack Roth, 
956 Brush Hollow Rd., Westbury, L. I., N. Y., ED 4-7200 

Griswold Vending Company, Div. of Northwest Automatic Products 
Corp. Pre-brew coffee vending machines, bulk milk vending ma- 
chines, pastry vending machines. R. T. Steiner, 1204 Chestnut 
Ave., Minneapolis 3, Minn., FE 9-752] 

Interstate Vending Company. Food service specialists through vend- 
ing, cafeterias, snack bars for industry, institutions, schools and 
colleges. Covering the nation. Robert A. Arnold, V.P., Marketing, 
251 E. Grand Ave., Chicago 11, Ill, WHitehall 3-3535 

Madison Concessions, Inc.; Thomas C. Funk, Pres., 700 Meridian 
St., Anderson, Ind. 

Pepsi-Cola Company. A concentrate for the making of a carbonated 
beverage by independent franchised bottlers. Robert Thomson, 
500 Park Ave., New York, N. Y., MU 8-4500 

Quick Cafeteria Services. Complete automatic vending services, auto- 
matic cafeterias and manually operated inplant food services. 
Fred W. Sarkis, 645 Maple St., Rochester 11, N. Y., BE 5-6000 

The Seven-Up Company. Refreshing 7-Up in bottles, cans and pre- 
mix. All types of 7-Up vending machines and 7-Up coolers. Jos. 
R. Schaack, Conv. Mgr., 1300 Delmar Blvd., St. Louis 3, Mo., 
GArfield 1-0960 

Vendall Distributing Company, Inc. Operators and distributors of all 
types of vending equipment. Complete industrial vending service. 
Earl L. Grout, Pres., 1820 E. 38th St., Minneapolis 7, Minn., 
PArkway 9-7904 


Prizes, Trophies, Gifts 


American Trophy & Award Company (22) Manufacturers and 
distributors of sporting and industrial trophies and awards. Fine 
engraving and dependable delivery guaranteed. Al Goldberg, 1304 
S. Wabash Ave., Chicago, IIl., WEbster 9-3252 

Company Blazers, Ltd. (see listing under Athletic Apparel) 

Emblem & Badge Mfg. Co. Manufacturers of trophies, plaques, em- 
blems, pins, badges, medals. We also carry a full line of gavels, 
desk sets, clocks, etc. Sol. L. Resnik, 68 Pine St., Providence, 
R. I., DExter 1-5444 

House of dFranz, Inc. Gifts for employees—executives. Hats, carry- 
all bags. mahogany, Taverneau, Haitian imports. Dave Franz, 
8361 N.E. Second Ave., Miami 38, Fla., PL 7-019] 

General Athletic Products Co. (see listing under Athletic Apparel) 
Edwin W. Lane Company (49) Trophies, plaques, medals, prizes, 
gifts. Creative designs in incentive awards, “If it is an Award 

we have it.” 32 W. Randolph St., Chicago 1, Ill., ST 2-2317 

Moffett & Klein Corporation. Congratulations, an industrial morale 
program. John E. Klein, Pres., 141 E. 44th St., New York 17, 
N. Y., OXford 7-1060 

Organization Services, Inc. (49) Picnics, parties, favors, incen- 
tives, gifts. Specialists in Christmas parties for children, 8259 
Livermore Ave., Detroit 4, Mich., TE 4-9020 

Penn Emblem Company. Embroidered emblems for use as symbolic 
awards and activity identification, Advisory staff available for all 
programs. Guy T. Bucco, 2111 Eastburn Ave., Philadelphia, Pa., 
Llvingston 8-3500 

Royal Hawaiian Flowers. Hawaiian flowers for promotions, tropical 
gifts and novelties. Sidney Pritikin, 1313 W. Randolph St., Chi- 
cago, Ill., CH 3-5595 

Saunders Mfg. & Novelty Co. Christmas package games and toys for 
children’s Christmas parties. Decorations, party hats, favors, picnic 
supplies. Dave Shanker, 708 Frankfort Ave., Cleveland 13, Ohio, 
CHerry 1-3817 

Smith Enterprises, Inc. Children’s Christmas parties that get results 
and employee gift programs. H. F. Burris, Jr., 1184 E. Main St. 
Rock Hill, S. C., Phone: 327-4027 

Swiss Melody Corp. Manufacturers of Swiss musical stuffed toys. 
novelties. Irving Pukel, 325 W. 16th St., New York, N. Y., WA 4 
4888 

Trophies, Inc.; M. L. Herwitt, 1452 W. Devon Ave., Chicago, IIl., 
BRoadway 4-231] 

Waldron & Co., Inc. Diamonds, watches, jewelry, silver, luggage. 
radio, appliances, gifts, awards, prizes. Jim Waldron, 1211 Chest- 
nut St., Philadelphia 7, Pa., LOcust 8-5100 


Cultural Activities, Games 


American Handicrafts Co. Complete crafts supplies for groups and 
individuals. Thomas Healy, 83 W. Van Buren St., Chicago 5, IIl., 
WA 2-233) 

Jerome H. Cargill Producing Organization, Inc. Jerome H. Cargill 
is the leading producer of amateur musicals in the U. S. Frank A. 
Lloyd, 140 5th Ave., New York 11, N. Y., OR 5-2810 
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Encyclopaedia Britannica. The new edition of the Encyclopaedia 
Britannica and its correlated fact finding and technical research 
services. Ralph M. Hinckley, 185 N. Wabash Ave., Chicago 1, IIl., 

Metro-Goldwyn-Mayer, Inc.; Zeb A. Epstin, Natl. Dir. Group Sales, 
1540 Broadway, New York 36, N. Y. 

McNaughton Libraries, Inc. A low cost recreational reading program 
for employees and their families. Richard T. Wood, Mgr., P.O. 
Box 914, Williamsport, Pa., Phone: 322-5373 

Modern Talking Picture Service, Inc. Free-loan l6mm sound films 
for education and recreation. R. B. Miles, 3 E. 54th St., New York 
22, N. Y., PL 8-2900 

The Oak Rubber Company. Picnic game balloons (with game book- 
let), latex and plastic playballs for family games or company 
picnic. John E. Shallcross, Picnic Consultant, Ravenna, Ohio, 
AXminster 6-3416 

S & S Arts & Crafts. Arts and crafts materials for recreational pro- 
grams. Plus the Wrico Sign Maker and Dymo Tapewriter. Free 
catalogue. Abraham Slopak, Colchester, Conn., LE 7-2325 

Tandy Leather Company. Leather, tools, patterns, leather kits and 
related products. James L. West, Pres., 1001 Foch St., P.O. Box 
791, Fort Worth, Tex., ED 5-4161 

United States Playing Card Company. Manufacturers of playing 
cards—Congress, Bicycle, Bee’s, etc. Brynlley A. Griffiths, Beech 
& Park Ave., Norwood 12, Ohio, REdwood 1-0220 


Recreation Services, Organizations 


Amateur Softball Association. Official softball rulebook and guide; 
Balls & Strikes, softball newspaper; illustrated softball rules and 
how to improve your softball; full advisory service to all NIRA 
members. Byron E. Martin, 11 Hill St., Suite 201, Newark 2, N. J., 
MArket 3-6375 

American Bowling Congress. Non-profit membership services or- 
ganization for male tenpin bowlers. Frank Baker, 1572 E. Capitol 
Dr., Milwaukee 11, Wis., WO 2-3520 

Association of American Playing Card Manufacturers. Free ma- 
terials for conducting bridge, canasta, skat, pinochle, gin rummy, 
set back, and other card tournaments for employees. John B. 
Powers, Exec. Secy., 420 Lexington Ave., New York 17, N. Y., 
MU 5-2472 

The Athletic Institute (35) Visual aids, publications and films for 
athletics, physical education and recreation. Theodore P. Bank, 
Pres., 805 Merchandise Mart, Chicago 54, IIl., WHitehall 4-2680 

Bowling Proprietors’ Assn. of America; Howard Seehausen, Exec. 
Dir., Executive Plaza, Park Ridge, Ill., TA 5-5591 

Boy Scouts of America; C. M. Tribur, Natl. Dir., Civic Relation- 
ships, National Council, Route 1, New Brunswick, N. J., CHarter 
9-6000 

Golf Tours, Inc. We arrange and personally supervise golf tourna- 
ments for large and small groups. Lessons for industrial groups. 
Professional golf equipment new and used. Dave Rosen, 23 W. 
35th St., New York 1, N. Y., LO 3-6895 

National Association of Amusement Parks, Pools & Beaches. Pub- 
licizing to the industrial recreation managers the outstanding op- 
portunities for holding picnics and outings at Amusement Parks, 
Kiddie Parks, etc. John S. Bowman, Exec. Secy., 203 N. Wabash 
Ave., Chicago 1, Ill., RAndolph 6-1528 

National Baseball Congress (43) 
Wichita 1, Kans. 

National Bowling Council. Materials and programs for the promo- 
tion of bowling in industrial plants, factories and industry in gen- 
eral. Homer Klene, Hq. Off., 3925 W. 103rd St., Chicago, IIL, 
PRescott 9-3340 

The National Golf Foundation, Ine. (19) Nation’s source of 
planning and organizing information for the development of all 
types of golf activities and facilities. Rex McMorris, Exec. V.P., 
804 Merchandise Mart, Chicago 54, IIl., WHitehall 4-3564 

National Rifle Association. Recreational shooting programs—leagues. 
shoulder-to-shoulder matches, postal matches—with rifle, pistol and 
shotgun. J. H. Fauntleroy, Dir., Membership Div., 1600 Rhode 
Island Ave., N.W., Washington 6, D. C., District 7-3412 

National Sporting Goods Association (33) Trade association of 
sporting goods retailers. G. Marvin Shutt, Exec. Dir., 23 E. Jack- 
son Blvd., Chicago 4, Ill, HArrison 7-8191 

OVAC Publishing Company. Resort Blue Book: Directory of resorts, 
group meeting resorts, ski lodges and areas, designed for travel 
agents, sales managers, recreation managers. Lloyd Saulsbury, 104 
Guitar Bldg., Columbia, Mo., GIbson 2-9119 

Sporting Arms & Ammunition Mfrs. Institute. Publications. films 
for organization and conduct of recreational shooting activities. 
Jim Dee, Dir., 250 E. 43rd St., New York 17, N. Y., MU 6-1814 

United States Table Tennis Association (49) Memberships, club 
and league affiliations, table tennis manuals, instructional books, 
sanctioning tournaments, information on clubs, rules, etc. 1031 
Jackson St., St. Charles, Mo., RAndolph 4-2791 

The World Outdoors, Inc. (6) Free motion picture films, color 
and sound; hunting, fishing, travel, adventure. Fred M. Carley, 
Pres., P.O. Box 549, Danbury, Conn., Ploneer 8-2726 


Raymond Dumont, Pres., 





GET SERVICE WITH 
YOUR GROUP TRAVEL 


Use Cook’s, the world’s largest and oldest travel 
organization. 


You pay not a penny more for the services of over 
400 offices. 13,000 experienced men and women! 
Cook’s originated the first group tour (1841) and has 
been providing efficient, quality service ever since. 


Cook’s network of facilities is yours at delightfully 
sensible rates. For example, charters — 


* EUROPE ...17 DAYS...$495 UP 
Complete Tour Package! Plus Exclusive 
Cook’s Bonuses included in tour price. 
Island of Elba 
French and Italian Riviera Cruise 
“City by Night” escorted motor tours 
Naples/Genoa or Cannes/Naples overnight 
sailings on name vessels such as Leonardo da 
Vinci and Independence 
@ Hawall...17 Days...$545 uP 
Complete Tour Package, and special Cook’s 
Honolulu office and staff serves you. 
& SPECIAL LOW PRICES FOR NON - CHARTER 
GROUPS OF 15 OR MORE (Organizer free) 
S WRITE ...WIRE... CALL 
Mr. R. M. Hill, Manager 
Group Travel Division 


THOS. COOK & SON 
587 Fifth Avenue 
New York 17, N. Y. 
TEL. MU 8-4000 
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LIN BACKSTOPS 


BERLIN backboards 
meet the latest rules 
of National Basket- 
ball Committee of United States and Canada... 
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models include Forward Swing Up ceiling sus- 
pended, 
Up ceiling suspended, Sta- { 
tionary ceiling suspended, 
Ceiling and wall = sus- 
pended, Ceiling suspended . 


Backward Swing - 


—GCate-type, Wall attached 
—swing-up and side fold 


SERIES 
NO. 230 
Wall attached, stationary type furnish 
Sang. wah eaten hk ee 
fable. obs bane es een on 
Write today for com- 
plete information 
. contained in the 
latest catalog 


type, general purpose back- 
stop, outdoor single post, 
outdoor double post, and 
volleyball unit—a_ complete 
and rigid volley ball post. 


BERLIN CHAPMAN CO. 









BERLIN 7 


WISCONSIN 
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20th Annual Conference Proceedings 


On the next 21 pages, R/M presents the official Proceedings of the 20th annual 
VIRA Conference and Exhibit. This exclusive compilation of the most up-to-date 


information on industrial recreation represents the combined thinking of 400 


leading industrial recreation directors who participated on the conference pro- 
gram, As a major contribution to the literature in this field, these Proceedings 


make a valuable addition to your professional library. 


PANEL | 


Activity Ideas for Retirees 


CHAIRMAN: Martha L. Daniell, Director of Recreation, 
Nationwide Insurance, Columbus, Ohio 


Summary 


An increasing number of companies are 
becoming concerned about activities for re- 
tirees. This interest may be toward direct 
or indirect motivation of activities in cul- 
tural, social, service and physical areas. 

We must realize that many of our re- 
tirees would not have the financial means, 
the ability (in many cases), nor the desire 
to participate in recreation activities unless 
the company assisted them in long range 
pre-retirement preparation. 

We, as recreation directors, are respon- 
sible for helping every employee find the 
greatest possible fulfillment in leisure ac- 
tivities through the employment years and 
into retirement. We know that inactivity 
threatens the mental and physical well- 
being of any individual. Inactivity is slow 
suicide. We must attempt to 
retirees to 
increased 


constantly 
employees and 
challenge of 


motivate our 
meet the leisure 
time. 

In the discussion period, many of the 
people in the audience besides all of the 
panel, felt changing locations should never 
be done hurriedly. One panel member felt 
we should recommend a_ retiree should 
spend a year in a new location before de- 
ciding to stay there permanently. 


Travel 


CAP CARROLL, Supervisor of Employee Activi- 
ties, Eastman Kodak Co., Rochester, N. Y. 

To quote from Factory Magazine: “One 
company we know of that would make good 
copy for our ‘50 Plus’ column for retired 
folks, is the Eastman Kodak Co. of Roches- 


ter, N. Y. When their employees ‘Come of 
age, the party is just beginning.’ 

“Not content with pensioning its people 
and giving them many other benefits, the 
company has many other planned activities 
for them including tours. One bus excur- 
sion offered their retired employees this 
year—a 32-day $500 tour to California in- 
cluding transportation, guided tours, admis- 
sion fees, hotel costs and all gratuities for 
108 people. Covering over 8,000 miles and 
visiting such places as New Orleans, San 
Francisco and Chicago. It is leisurely paced. 
Only retired employees and their immedi- 
ate family qualify,” the article continued. 

For years, we had been creeping along 
trying to find another outlet to take care 
of our retired people. We had been run- 
ning one day excursions to Niagara Falls, 
Syracuse China Factory, Corning Glass 
Works, Hammondsport Wineries and_ the 
Thousand Islands, and they were very well 
received. 

Last year we decided to run a_ five-day 
excursion to Quebec and see what would 
happen. The response to this trip was amaz- 
ing. 

Tuesday afternoon the brochures were 
mailed. We had made arrangements for 80 
beds at the Chateau Frontenac in Quebec, 
80 at the Sheraton Mount Royal in Mont- 
real, and 80 at the Schine Inn in Messina, 
N. Y. 

The mail arrived at their homes Wednes- 
day morning, and by 2 p.m. the excursion 
was sold out. We then secured 40 more 
beds at each hotel and by 10 a.m. Thurs- 
day morning these were sold out. 

Because of the lack of hotel space in 
Quebec, we then started a standby list. 
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When we left for Quebec we had to dis- 
appoint over 100 of our people. 

While on this Canadian trip the talk was 
such that we decided to offer a 7-day tour 
to Gettysburg, Lu Ray Caverns, Richmond, 
the Sky Line Drive, Williamsburg and 
Washington and the South in the month 
of October. We carried 120 of our people 
on this trip. 

On both these trips the word California 
for ‘61 was the main topic of conversation 
and so the results are in my opening state- 
ment. 

This is one of the many trips that are 
offered our retired and gold card members 
this year. Others are an 8-day excursion to 
Canada leaving July 10 for Toronto, Ot- 
tawa, Montreal, Quebec and the Eisenhower 
Dam. 

On October 9 we shall again return to 
Washington, Williamsburg and the South 
for 7 days. August 18, 79 will leave for 25 
days in Europe and May 12, 30 of our re- 
tired folks sojourned in Bermuda. About 25 
of our retired folk will be on board one of 
the five scheduled flights that we have 
arranged for any of our 
Hawaii. 


employees to 


The trips are so planned that all work 
and drudgery is taken out of it. Baggage 
tags are an admitted, necessary nuisance. 
They are always coming off the bags. To 
prevent this we designed a plastic baggage 
tag, On one side showing the traveler's 
name and address and on the other side 
the passenger's number and the bus num- 
ber. The number on the bag is for the use 
of the bell boys, who after receiving the 
hotel list which is forwarded to each hotel 
en route, with chalk write the room num- 
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ber of each passenger on his or her bag. 
They then take the travelling bags to their 
respective rooms, 

The hotel room keys are given to each 
passenger as they leave the bus by the tour 
conductors, and the passengers then go di- 
rectly to their rooms thereby eliminating 
any stop or confusion at the room clerk's 
desk. In the morning the luggage is picked 
up in each passenger's room and brought 
directly to the bus whose number is shown 
on the tag. The tour conductor checks the 
number of bags, and if any numbers are 
missing hunts the missing traveler and their 
bags. 

\fter every stop either for rest, meals or 
overnight, each traveler changes his or her 
seat in a clockwise movement giving them 
not only an equal opportunity for everyone 
to ride the front seats, but to get acquainted 
with new companions on the other side of 
the aisle. 

\s cach passenger signs up to take the 
trip, he or she is asked to sign a company 
release and also a medical card which 
shows: name, address, phone number, Blue 
Cross and Blue Shield number, if diabetic 
or not, home doctor's name, address, phone 
number and in case of accident or emer- 
gency, name and address of a designated 
friend or relative. This card is carried on 
the tour by the tour conductor for his 
information. 

The passengers are alerted about lug- 
gage insurance, where to purchase money 
orders and not carry cash, different types 
of clothing to be worn, where to eat (if 
special), how and when to question guides, 
leave a copy of the hotels they will live 
in and the date they will be there so 
their friends may write to them on tour 
and to seek the advice of the tour con- 
ductor on all problems. 

The tour conductors (one a company 
representative and one from the travel 
agency) and the drivers meet every eve- 
ning to discuss the trip in regards to rest 
stops, restaurants, places of interest, ete., 
that will be visited the next day. This 
information is passed on to all the passen- 
gers after they have boarded the buses the 
next morning. 

These trips are offered to our over 5,000 
retired and gold card members, because 
we find that the people who are taking 
advantage of them are the people who 
have the means to take these trips but 
do not have the ways. They are people 
who want to travel but are reluctant to 
go by themselves, so when given the oppor- 
tunity to go on these trips and be with 
other retired Kodak people for the given 
lengths of time involved are very happy 
to do so. 

For many reasons other than those al- 
ready mentioned, we know that these ex- 
cursions have tremendous appeal for our 
people. For instance, one of our retired 
salesman who resides in St. Louis and who 
has cros‘ed the country 25 or 30. times, 
journeyed to Rochester to join our Cali- 
fornia tour. His reason, “I had heard from 
many people about the fun the retired 
people were having.” 

Three other people, residents of Brook- 
lyn, also had heard the word and came to 
Rochester to join us, Along the way we 
picked up four additional passengers from 
Florida. Two met the tour in Birmingham, 


two in New Orleans. 

We feel that when people will incon- 
venience themselves to this degree to be 
with us, we are on the right track to 
successful retired activities planning. 


Picnic Checklist 


A. H. SPINNER, Supervisor of Employee Activi- 
ties, Armstrong Cork Co., Lancaster, Pa. 

Keep it short. Not more than half day. 
Don’t overlook the importance of advance 
planning and organization. 

Invitation: Personal 
vance with return card. 
Location: close to town, private, shaded, 
pavilion available, adequate parking, plenty 
of seating. 

Transportation: chartered bus, private car, 
special arrangements. 

Facilities: hospitality group, nurse, rest 
rooms, registration and identification, public 
address system, photographer. 


letter well in ad- 


Activities: conversation, cards, quoits, mu- 
sical group, guessing or similar contests 
with several small prizes, door prizes. 
Refreshments: beer problem. 

Dinner: if any talks, keep them brief. 
Post mortem: photographic record for 
both attendees and non-attendees. 


Making The Most Of Maturity 


FRED FAASSEN, Specialist, Retirement Planning, 
Zion, Ill. 

Why we have an aging problem. Within 
the last ten years, the whole subject of 
aging and retirement has emerged as a 
“problem.” Science has extended life, but 
we have not yet learned how to appreciate 
these added years. 

Aging was never regarded as a problem 
before this time, but today it seems to 
be everyone’s concern—doctors, sociologists, 
psychologists, economists, industry, govern- 
ment and older people themselves. 

Why has all this happened? Why this 
sudden interest in older people? Why is 
aging a problem? 

The problem has been related largely by 
three great changes: 
¢ More older people. The 65 plus group 
is 4 times as large as it was in 1900, 
while the population is only 
large. Population 


twice as 
experts anticinate that 
there will be between 20 to 22 million 
people in 1975. 

Life expectancy today is 68 years. In 
1900 it was 48 years. 
¢ From country to city living. Fifty years 
ago most Americans lived on farms and 
in rural districts. Homes were large 
accommodate grandparents. Older people 
had a definite place in the family and com- 
munity life. 

Today Americans work and live mostly 
in cities. Older people find it harder to 
fit into family or community life. 
¢ From farming to industry. Fifty years ago 
we were largely a farming country. We 


didn’t worry about getting too old to 
work or finding a job. We worked as 


long as we wanted or were able to. 

Today this has all changed. We have 
become an industrial nation. We live 
mostly in cities. 

Industry is not as kind to older people 
as farming was—it is harder for older 
people to find work in industry, We now 


have compulsory retirement. 

Economic aspects for our over-all stand- 
ards of living. 8% of population is now 
plus 65. They predict it will be 20-22 mil- 
lion by 1975 or 10% of the population. 
With over 20 million people over 65 draw- 
ing social security and other forms of 
pension, this could measurably reduce our 
over-all standard of living if most of them 
sat around in rocking chairs expecting 
others to support and entertain them. 

Also, if they should organize themselves 
as a political pressure group, they would 
present a political power which could lead 
us into many new and expensive programs. 

If we really want to help older people 
enjoy the benefits of their pensions, we 
must combat the thought that they are 
a dependent group. 

Progressive business people are 
ning to recognize the possibilities in the 


begin- 


older group’s special needs and are mak- 
ing a pitch for it. Housing for oldsters 
is now opening up a new field for builders. 
Let us not accept the thought that we 
must simply build more Golden Age Clubs 
and teach more older people to play 
pinochle. This is a defeatist approach which 
simply moves the rocking chair from homes 
to the clubrooms. 
e We must help them make adjustments 
to retirement. 
e We must encourage them to seek new and 
worthwhile activities after retirement. 
e We must expect them to contribute some- 
thing worthwhile to the economy or to 
society as a result of their new activity. 
Senior citizens have much to contribute: 
They are stable and dependable. 


e 
e They have vast experience. 
e Many have seasoned judgement. 
’ They have comparative economic security. 
e They have time to devote to certain ac- 
tivities which younger people cannot afford 
to undertake. 
Helping older people into worthwhile and 
timely retirement activities can mean: 
(to government) 
e Less dependency. 
¢ Fewer institutions. 
e Less government spending. 
(to businessmen) 
e Lower taxes. 
e Increased national productivity. 
e A more stable and prosperous society. 
Eleanor Roosevelt, who is now 75 years 
of age, and who is still making a_ real 
contribution in many things, has said, “I 
cannot see the slightest point in giving 
people more years to live if that means 
mere existence and not being able to be 
useful think 
that’s the point .we need to emphasize 


members of society and | 


not just to lengthen the years you can 
stay on earth, but to give you opportunity 
to make those years useful.” 

The community should begin to look at 
the assets of older people rather than just 
considering them a liability. 

When we begin to regard older people 
as a potential national resource instead of 
a dependent group, new horizons will un 
fold. Not many will admit it, but for the 
most part people don't know how to retire. 

The common approaches and attitude to- 
ward retirement: 
¢ The Benjamin Franklin approach: The 
fellow who starts on his 2Ist birthday to 
save up and buy annuities to provide for 


RECREATION MANAGEMENT, DECEMBER 1961 29 








old age. For many years the problem of 
old age was thought to be essentially 
economic. 

This is important but old people, like 
all other persons, want to live. 

The personal and social adjustments are 
very real to older people. There is nothing 
wrong with the economics of 
but it takes more than 
a successful retirement. 
e The “Pat Answer” approach: The fellow 
who knows just what he is going to do, 
fish, work around the 
The people who 


retirement, 


money to make 


house, travel, ete. 
have the “pat 
thought the problem 
through and really don’t know just what 
they plan to do. It’s their way of brushing 
off the subject. 

¢ The “Who Me?” approach: This might 
be called the ostrich approach. It is gen- 
erally made by those who refuse to pay 


answer” 


generally have not 


homage to Father Time and who will 
vigorously deny even that they are ap- 


proaching retirement. 

They will tell you all about how ener- 
getic and healthy they are and why they 
will never need to retire. Many 
people wake up only 
away from “R” 
very resentful. 
¢ The “Bureaucrat” approach: Their under- 
lying philosophy is this, “I'm getting along 
now and I must hang on tight till my 
65th birthday rolls around.” My pension 
and social security will keep the wolf 
from the door—I will be very careful— 
I won't stick my neck out—I will keep 
my nose clean—I will avoid controversy and 
criticism—I will avoid making any impor- 
tant decisions, or start any new program 
which might fizzle out and 
security. 

This particular attitude, which is fairly 
general in many 


of these 
months or weeks 
day and suddenly become 


upset) my 


companies, is creating a 
serious productivity problem for many com- 


panies. 
e The “Terrified Drifter’ approach: This 
person views retirement very much_ like 


the fellow who finds himself floating down 
the Niagara River in a 
paddle. 

He sits spellbound in terror of approach- 
ing events and as time goes on becomes 
increasingly concerned with his health and 
general welfare. This type of retiree regards 
retirement as the beginning of the end 
or, as one man puts it, “the vestibule to 
oblivion.” 


canoe with no 


So we have these various characteristic 
approaches to retirement, ranging all the 
way from the fellow who over-emphasizes 
the economic elements to the fellow who 
over-emphasizes the fear element. 

Different as they seem on the surface, 
these people generally do not take a real- 
istic approach to this increasingly important 
and challenging phase of life. 

They do not 
no matter how 
be miserable or 


recognize that retirement, 
much money one has, can 
rewarding. depending on 
one’s willingness to plan and adjust to 
this time of life. We need to plan for 
retirement like we did in choosing a career. 
Getting accept. the 
idea of retirement. plan for it and adjust 
to it will 


morale and 


older employees to 


increase productivity. improve 


create better community and 
public relations. 


We must. in retirement, aim to add life 


to years—not just years to life. In other 
words, we must retire to something rather 
than just from something. 

We must carefully consider those pleasant 
satisfactions we found in work in our 
leisure activities and find them in retire- 
ment. 

Retirement areas to be considered: A 
noted psychologist, Dr. Jack Weinberg, says, 
“Old age is one period in a person’s life, 
and should get as much attention as_ the 
others.” 

Retirement is entirely an individual mat- 
ter. Each individual must 
plans, but in order to 


make his own 
make satisfactory 
adjustment to retirement he must look real- 
istically at various areas of retirement. 

There is a great deal of Retirement Plan- 
ning, but very little preparation. 
¢ Health. By this I mean two kinds of 
health; namely, Physical Health and Mental 
Health. 

Physical health can be maintained by 
proper nutrition and periodic physical 
exams. 

Mental health means adjustment to: physi- 
cal changes, social changes, personal changes, 
and economic changes. 

We may be well fixed financially but 
without good physical and mental health 
retirement cannot be successful. 
¢ Financial planning. This must be started 
some years before retirement. It can’t be 
done just in the last few 
working days. 


years of one’s 


Flexibility is important. Changing cireum- 
stances may make changes in plans neces- 
sary. Set up a retirement budget. 

List needs now and after retirement. 
Most reduced but retirees 
have a tax advantage. For investment we 
must consider: safety, income, appreciation, 
and hedge against inflation. 

We need to diversify investments because 
no one investment can give you all four. 
e Meaning of work. One of the most 
important areas to consider in planning 
for retirement is to consider the pleasant 
satisfactions you enjoyed in your’ work 
such as: friends and associates, feeling of 


incomes are 


usefulness—(self respect), recognition, crea- 
tivity, helping others, etc. 

These satisfactions vary with different 
people. but we should aim to find these 
satisfactions in our retirement activities. 
© Getting the most out of leisure. We 
must learn to use leisure time in a re- 
warding and satisfactory way. It is impor- 
tant to get started on leisure activities well 
in advance of retirement. 

People who say, when I retire I will 
do this, that or the other thing, seldom 


do it unless they get their feet wet in 
some activity well in advance of retire- 


ment. You just can’t suddenly find a lot 
of new interests overnight. 

¢ Increasing retirement income. Some 
may need or want additional income. They 
must consider their assets. What can they 
do? Where is there a need for their serv- 
ice? Should they get a job or go into a 
small business? Do they have hobbies they 
could turn into businesses? 

¢ Family, friends, and living arrange- 
ments. Family life has greatly changed in the 
last 50 years. Homes are too small to in- 
clude grandparents. We must learn how 
to adjust to new living quarters and how 
to maintain a circle of friends and make 
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new ones, 

¢ Social security. Here we bring in a 
local social security executive. 

¢ Where to live when you retire. \\any 
people make the serious error of moving 
to another area without considering — the 
pro’s and con’s of relocating. Many add 
up only those things they will gain, such 
as, climate, living costs, and recreation, 
but do not think of the things they will 
leave behind their family and 
friends, nor do they consider how deep 
their roots are in community life. 

There are many miserable people in 
retirement paradises, Before relocating we 
should try the community of our choice 
for at least six months or a year before 
pulling up stakes. 

For the past three years I have con- 
ducted Retirement Planning and Prepara- 
tion courses. About 170 people have par- 
ticipated. 


such as 


After every course, participants have been 
asked to comment on the program. Without 
exception they have answered yes to the 
question, “Has this course proved helpful 
to you?” 

Here are a few of their comments: 

“The course helped me in making me 
realize the necessity of adequate and timely 
planning to prevent an unhappy situation.” 

“A thought provoking course. which has 
caused us to see our coming retirement 
and its problems in a more realistic view.” 

“It has given me many things to think 
about, between now and retirement. It has 
shown me the value of planning ahead. 
Also I received many helpful suggestions 
from the group.” 


Relocation 


TOM AYERS, Executive Director, Ozark Play- 
grounds Assn., Joplin, Mo. 

Because of living costs in the metropoli- 
tan areas, plus the demands created in 
these cities by population explosions, many 
of the prospective 
relocation. 

There are many aspects involved in their 
decisions for a move to a less populated 
area, where the demands financially are 
not as great, from the standpoint of living 
costs, milder temperatures, recreational ac- 
tivities, business opportunities, their social 
activities away from the hustle and_ bustle 
of the large metropolitan areas. 

In 1957, the Ozark Playgrounds Associa- 


retirees are seeking 


tion, which I represent, embarked on a 
long range program to attract those re- 
tired persons seeking relocation, to visit 


our area in southwest Missouri and northern 
Arkansas. 

As far as I am able to determine, there 
are only three other areas in the United 
States that have made such an effort on 
a similar type program such as ours. These 
areas are in Arizona, California and Florida. 

The organization I represent is a non- 
profit, cooperative membership type of as 
sociation. As such, we owe no allegiance 
to any one particular area, town or individ: 
ual. We are therefore, in a position to do 
an intelligent job of selling the Ozark 
Playgrounds area as a place to retire, by 
trying to understand some of the problems 
of the prospective, relocation retiree. 

The first step in our program was the 
suggestion to each and every chamber of 
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commerce in our membership area, to ap- 
point within their chamber structure a_re- 
tirement homeseekers committee. This group 


should be chosen with great care, and 
should be composed of diversified repre- 
sentatives. 

It was further suggested that retired 


persons be named on this policy making 
committee. The purpose of this was to 
first take an inventory of what each com- 
munity had to offer the prospective retiree. 
But of primary importance was that the 


establishment of such a committee would 
create within the chamber of commerce 
itself a feeling of acceptance for those 
seeking relocation in retirement. 

Considering the location of the Play- 


ground’s area in the central part in the 
mid-west, we drew a theoretical circle of 
600 miles which we considered to be the 
territory from which we would draw our 
prospects, 

What did sell? We felt in 


all sincerity that the questions were an- 


we have to 


swered in the following general advantages 
to retire in the Ozark area. 

e Living costs are reasonable. However, we 
maintain that a retired couple should not 
move to our area unless they are solvent, 
and had at least a 


retirement income of 
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$250 a month. 

e The climate in the Ozarks is 
too hot or not too cold, but most important 
that we do have four separate seasons. 

¢ Opportunities for recreation are plentiful 
and inexpensive. Primarily, this Ozark Play- 
grounds area has been promoted and_ pub- 
licized as a and area 
for the past forty-one years. The fishing is 
without peer, and the hunting is excellent. 


good, not 


vacation recreation 


e We are only a days drive, a few hours by 
plane from the retired persons former home. 
We are speaking now, about the area in 
a 600 mile radius of the Ozarks. This I 
mention retired people be- 
come very unhappy on relocation when they 
are separated too far their family, 


because many 


from 
friends and loved-ones. 


In my opinion industry and _ business 
should definitely have some type of an 
educational program, to prepare people for 
the possible last major change in their 
lives, which would include location, cost 


of living, and mode of living. 

This program which should be for a 
minimum of two years prior to actual re- 
tirement, should include the following: A 
questionnaire, should be filled-out and made 
available to the persons responsible for this 
furnishing information 


program, complete 


on what the employee thinks he desires 
following his retirement. 

From this questionnaire, it can be ascer- 
tained whether or not the employee would 
seek reemployment, investment in a business 
venture, the development of a new vocation 
or hobby. It could be determined if he 
desired a new location or that possible he 
preferred to be just plain retired in his 
present community. 

The questionnaire would reveal also his 
complete financial structure both in capital 
investments and real property. 

With this 
sonnel director or the 
would have a basis for advising and guiding 
the retired employee. I think that the per- 
should 


type of information the per- 


recreation director 


sons in charge of these 


have a complete knowledge which would 


programs 


include the availability of schools for new 


vocation or hobbies. 


He should be in a position to furnish 
ventures 


least 


authentic information on busine:s 


or possibly be in a position to at 
find the available information. In the matter 
communities 


infor- 


distance 
have available 


of relocating in far 
and areas he should 
mation which might be obtained from areas 
such as ours. The type of information he 
needs to know about this important move. 


Activity Ideas for Women’s Programs 
y S 


CHAIRMAN: Mary A. Kennelly, Recreation Activities Supervisor, 
American Telephone & Telegraph Co., New York, N. Y. 


New Activities 


VELMA M. COBB, Secretary, Bird Club, Bird & 
Son, Inc., East Walpole, Mass. 

Where can we get ideas for new activi- 
ties to spice up our programs? 
¢ Talk with members. Find out what their 
hobbies are. Maybe someone is a philatelist 
and would like to form a stamp club with 
other employees. Or it might be an art 
class or a group in learning how to make 
your own Christmas decorations. 
* Notice what people all over the country 
are doing by reading articles in national 
magazines. There has been a lot of interest 
in “physical fitness” and because of the 
interest of two or three members in Yoga, 
we organized a class which attracted any- 
where from 10 to 30 members one night a 
week for 10 or 12 weeks. An amusing side- 
light was the fact that articles in our com- 
pany employees magazine attracted the at- 
tention of Dun and Bradstreet, the Dartnell 
Corporation, and National Industrial Con- 
ference Board. 
* Conferences such as this should. start 
everyone thinking along the line of adding 
more interested to jaded programs. 

An activity doesn’t have to appeal to a 
large group to be worthwhile. 
* Members who joined the Yoga class found 
they enjoyed the annual banquet, the ice 
skating parties and other activities the club 
offered. 


e Even though the number of people who 
attend at one time may be small and, in 
the case of the art class have to be limited, 
over a number of years many, many people 
have taken up a very satisfying hobby as 


the result of the class being organized. 


Home Decorating Clinic 


LEE HAGUE, Relations, 
Stores, Inc., San Francisco, Calif. 

The Dimond Recreation Center of the 
Oakland Department recently 
offered this activity for women that proved 
to be very successful. 


Industrial Safeway 


Recreation 


that 
this activity would be a successful addition 
to your existing employee recreation pro- 
gram. 

Under the leadership of Joan Pettit Avila, 
of the Dimond Recreation Center. staff, 
this home decorating clinie was offered on 
Tuesday mornings from 10:30 to 12 starting 
May 2 through May 30, 1961. 

The response to the publicity was most 
The limited to 100 
with a waiting list of 50. The average at- 
with 
Alameda, 


There is every reason to believe 


enthusiastic. class was 


tendance for each session was 85, 
women attending from Berkeley, 
San Leandro, and Oakland. 

Mrs. Avila has kindly compiled informa 
tion regarding the organization of this clinic 
which will be of help to those who would 


like to organize a similar activity. 


Resource: 
Agriculture 
ganization 
County. 
rating, home management, dress design, ete. 


Cooperative Extension Work in 
and Home Economics, this or- 
serves the Alameda 


Advisors will give courses in deco- 


women of 


They issue a bulletin written by the Univer- 
sity of California Home Economists called 
“California excellent for 
the homemaker. 

Clinic Pre-Planning and Publicity: 

e Plan type of clinic and the ob 
jectives of the course. This clinie was held 


Living” which is 


desired 


to provide the women with knowledge of 
interior decorating that they could apply to 
improving the beauty of their homes. 

e Plan session topics and dates. 

e Secure volunteer consultants for the ses 
sions from local furniture, carpet, paint and 
linoleum stores; private decorators. Contact 
in person, 
© Publicize 
ete, 
Registration: 

e Women asked to tele- 
phone. Names were put on a waiting list 
after the 
ommended 


with flyers, posters, newspaper, 


were register by 


reached. It is ree- 
maxi- 


maximum 
that these clinies have a 
mum of 50 or 60 as more can be done with 


was 


a smaller group. 
elt is 
consultants that you will have a group of 
make it 


advisable to assure your volunteer 


at least 30 so as to worth their 
valuable time. 


Clinic Session: 
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¢ Introduction of staff, purposes of clinic, 
coming sessions. Explanation of furniture 
periods. Home questionnaire was given to 
the women with the explanation that they 
should try to answer the questions now and 
then try again at the end of the clinic for 
self-evaluation of what they have learned or 
gained. Lecture on the suitability of decora- 
tion, proportion and scale by an_ interior 
decorator; followed by a question period. 
e Lecture on color, labeling, and care of 
textile. 

e Lecture on paint and wallpaper, carpets 
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and tiles. It is recommended that these sub- 
jects be covered in three separate sessions. 
e Lecture on lighting, windows, 
mirrors, draperies and accessories. 
e Tour of a desirable home furnishings 
store or interior decorator firm. Prize draw- 
ing—four books on home decorating, pur- 
chased from the profits of coffee breaks held 
during the sessions, were given away. 
Recommendations: 

e Allow two months of preparation time in 
order to secure volunteer 
each session. 


pictures, 


consultants for 


Activity Ideas for 


e Be sure that consultants are properly 
briefed on what you want, who is coming 
to the sessions, and the physical arrange. 
ments for the sessions. Be present to help 
them during their presentation. 

e Over-register your clinic by about 5% 
in order to allow for the normal drop in 
attendance. 

e Make the sessions sociable with a coffee 
break. Call on the women in the group to 
serve as hostesses and clean-up. 

e It is felt that the sessions should be two 
hours. 


Metropolitan Company Recreation Programs 


CHAIRMAN: David F. Chapin, Manager, Activities and Services, 
Equitable Life Assurance Society, New York, N. Y. 


Boys Overnight Camping 


CAM HASLAM, Recreation Supervisor, The 
Boeing Company, Seattle, Wash. 

A group of our employees felt that many 
boys were growing up without the oppor- 
tunity to take part in any camping activity. 
Also lacking was the chance to have this 
experience with their father. 

This initial feeling gave way to the de- 
velopment of our father and son program, 
officially called the Boys’ Overnight Camp- 
ing Trip. This program has met with such 
success that similar trips for fathers and 
daughters and the entire family are con- 
templated. 

We obtained our organizational site 
through the U. S. Forest Services, but com- 
panies not close to a national forest might 
utilize local, county or state facilities. We 
have found the various park agencies to be 
most cooperative. 

Under an organizational category, the 
Forest Service issued us a special use per- 
mit for an area. This became our organi- 
zational site to use and develop. It is ap- 
proximately five acres and contains camp 
areas, a cook shelter, sanitary facilities, a 
council (fire) ring and various game areas. 
Of course, we are not confined to this one 
area, but the “whole out-of-doors” is for us 
to use. 

Participation in our program is open to 
Boeing employees and their sons aged 8 
through 13. This age level is best to work 
with. If the employee is a woman, her 
husband and son may participate. If she 
has eligible age boys but is widowed or 
divorced, her son or sons may attend. It is 
not required (but desirable) that each boy 
have a father at the camp. We even get 
some single fellas helping out as proxy 
dads. 

The campsite can effectively be used for 
organizational camping when not in use by 
our group. Also local have 
used it. They've helped us out by doing 
minor clean-up and fix-up projects in ex- 


scout groups 
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change for the use of the site. A very nice 
relationship. 

Management of the camp program rests 
with a board of directors made up of past 
season chairmen. They appoint the working 


committee each year. This working com- 
mittee, in turn, appoints all the sub-com- 


mittee chairmen such as_ food, 


insurance, etc. 


program, 


The recreation unit provides professional 
guidance, facilities aid, financial assistance, 
reproduction and mailing service for printed 
matter, and liaison between the committee 
and the District Forest Ranger. 

Cost of the program is $2.25 per person 
which is matched by the company. This 
$4.50 per participant 
program. 

The camp opens Saturday morning and 
closes Sunday afternoon. All food, program 
materials and insurance is covered. Trans- 
portation is arranged by each person, 
though there is a transportation committee 
to help find rides for those without cars. 
Each person much provide their own cloth- 
ing, bedding, and shelter if any is desired. 

We have found this to be a very success- 
ful program, and one I would endorse for 
consideration by other employee programs. 


covers the entire 


Recreation Facilities 


ROBERT F. NEAD, Recreation Supervisor, Mac- 
Gregor Sport Products, Cincinnati, Ohio 
Discussion centered on companies in 
crowded city areas who do not have access 
to company owned facilities. Although rec- 
reation directors have similar problems in 
most cities, experiences cited below refer to 
the Cincinnati area in programming. sport, 
social, and cultural activities. 
Bowling: Suitable locations no longer a 
major problem. Many new and_ superbly 
equipped establishments have been or are 
being built. Competition for industrial 
leagues is keen and well established leagues 
have no trouble locating accessible facilities. 
Softball: Industrial leagues are organized 
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by several sporting goods dealers playing 
five nights a week. No intramural leagues, 
but industry can enter one or more teams 
in various divisions. Cost is currently $90 
per team which covers game ball, field per- 
mits, trophies, publicity, umpires and _ sec- 
retarial service. 
Regular season 
ners receive 


and tournament win- 
championship trophies. City 
Recreation Commission supplies fields on a 
permit Commission also operates a 
city tournament with — industrial 
leagues and “open leagues” eligible to com- 
pete. Fee is $15 per team. 

Golf: Organized industrial leagues have 
reserved time on courses owned and _ oper- 
ated by the County Park Board. Our time. 
for 14 teams, is Monday night 4:15 to dark. 
Only charge is green fees. At the end of 
the season they allot us a Saturday for a 
league tournament and furnish a trophy for 
low gross winner. 

Basketball: League play in public school 
court. Problem of 9:00 p.m. closing time 
and inadequate heating. One varsity team 
entered in municipal league playing on a 
city owned fieldhouse court. Fee of $40 to 
cover heat, lighting and officials. 
Misce!laneous: The City Recreation Com- 
mission has available, for industrial use, 
tennis courts and conducts free tennis 
classes for groups, archery, miniature golf, 
bocci and shuffleboard. Not scheduled regu- 
larly, but by appointment. 

Swimming: The YMCA and YWCA rent 


their pool facilities for mixed groups. They 


basis. 
wide 


also conduct gym classes for industrial 
groups. 


For parties, dances, fishing parties, meet- 

ings, clubs, ete., the following facilities are 
used: 
Hotel Ballrooms: Used for major social 
affairs such as spring dances, Valentine 
dances, Halloween parties and Christmas 
parties. Rental averages about $275, and 
costs of food, beer, snacks are high. Re- 
quire union musicians and charge for any 
damage to facilities. 
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Advantages are central locations, good 
atmosphere and access by common carrier. 
These facilities are also used for the chil- 
drens Christmas party, especially if a stage 
is available. Rental is the but the 
problem of theater stagehands is avoided 
when entertainment is involved. 

Hotel meeting rooms are also used for 
such clubs as the 25 Year Club, bridge and 
gin rummy tournament. Reservations must 
be made about a year in advance. 
Bottling Company Clubrooms: Both of 
the major cola companies offer free facili- 
ties for such organizations as investment 
clubs, discussion groups and management 
meetings. They furnish soft drinks without 
cost, but charge for catering. 

Lodge Halls: These are available for 
smaller groups such as square dance clubs. 
Costs for rental average about $150. Cost 
for supplies are roughly one-half of hotel 


same, 


prices. 

Picnics and Outings: Major summer pic- 
nic at large amusement park with full fa- 
cilities for rides, refreshments, swimming 
pool and ball diamonds. Six strips of ride 
or drink tickets with a value of 50¢ per 
strip are given at the park to each company 
member and to each child from one to 15 
years of age. A portion of the park pavilion 
is reserved for exclusive use. 

For department picnics and smaller 
groups only three picnic areas are still 
available and costs are relatively low. Some 
fishing lakes rent their lake and_ picnic 
area for company fishing parties. 

Shows and Choral Group Activities: 
Usually held in school auditoriums rather 
than theaters because of costs and union 
rules. Rehearsals held in dance studio halls 
where the rental fee per night is nominal. 
The professional basketball, baseball, and 


hockey teams solicit and arrange block 
ticket sales to industrial groups. With the 


exception of the Cincinnati Reds, a reduced 
ticket price is arranged. The local univer- 
sities also have a group ticket plan for 
football games but not basketball. These 
events are easy to manage and invariably 
successful. 

Boat Rides: A party boat is available for 
cruises on the Ohio River. The capacity is 
400 persons and the cruise lasts four hours. 
The charge is $1.75 per person plus costs 


for food and refreshment. An_ industrial 
group can obtain an exclusive chartered 
trip. 


In metropolitan areas, agencies are avail- 
able to book orchestras and arrange enter- 
tainment. If well established, these agencies 
can usually secure a superior brand of 
entertainment, and while additional 
are involved, they can save the director 
considerable time in seeking out and nego- 
tiating entertainment contracts. 


costs 


Municipal Cooperation 


P. J. MC CARTHY, Assistant Director of Recrea- 
tion, Chicago Park District, Chicago, Ill. 

A great deal of success in a recreation 
program depends on two things: 

* The perception and understanding of the 
person responsible for a valued program. 
* The cooperation and interest, or observa- 
tion, of the industry involved. 

Having established the lines of operation 
in determining the scope of responsibility, 
the recreation director should be able to 
sense the type of promotion needed and to 
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“good buy’’, a “bad buy”’. 


Will delivery be on time? 


cialist in sports. 
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BY THE INCH — QUART — OR POUND? 


Service is that intangible quality in purchasing that can make a 


In purchasing athletic equipment, you may frequently be offered 
equipment at surprisingly low prices. 

When considering bids and purchases, take just a moment to 
consider that important word service. 


What happens if the equipment isn’t up to par, or goes bad? 


There’s one way to eliminate this worry—buy from your spe- 


BUY WHERE YOU SEE THIS SIGN OF THE NSGA MEMBER 


NATIONAL SPORTING GOODS ASSOCIATION 


CHICAGO 4, ILLINOIS 





5128 W. NORTH AVE. 





WITTEK GOLF RANGE SUPPLY CO., INC. 


Complete line of golf supplies and equipment for indoor 
and outdoor practice ranges, golf courses and pro shops. 


Golf mats, golf balls, golf clubs, and all types of netting 
for golf practice at wholesale prices. 


WRITE FOR ILLUSTRATED CATALOG AND PRICE LIST 


CHICAGO 39, ILL. 











promote it accordingly. 

He 
location; 
without his local area; the type activities 
of employees, active or passive; the trend 
of the employees, social, cultural and phy- 


should be aware of his community 
the facilities available within and 


sical; and try to blend the interests of all 
towards a contented and interested atmos- 
phere; not to be content with two or three 
sport activities, but to create a general rec- 
program available to all. 
be done unless the 


reation 
This cannot interest 
and cooperation of the employers are ex- 
tended through finance, authority, intense 
interest of welfare, and the proper provi- 
sion of facilities. 
The Chicago Park District plays a unique 


cooperation with industry in the 


part in 
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Middle West, furnishing all facilities free 
and for the benefit of all residents in 
Chicago. 

In most cases through consultation with 
the recreation director, ideas are contributed 
to industry not only in the proper use of 
facilities, but in the creation of new  pro- 
grams. Facilities of the Chicago Park Dis- 
trict such and that it 
would be facetious of me, as their repre 
sentative, to advise men in 
recreation of the United 
States when their methods of operation in 


are of volume size 
endeavor to 
other areas in 


most cases are so different to their type of 
promotion. Therefore, I am furnishing bro- 
chures on our recreational, social, cultural, 
and physical activities. Industries gain the 
benefit when the director 


most recreation 
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has the acumen to consult with the Chicago 
Park District authorities on recreation, and 
to blend their activities to fit’ their own 
local situation. 


Service Activities 
DAVID F. CHAPIN, Manager, Activities and 
Services, Equitable Life Assurance Society, New 
York, N. Y. 

Many of us today, both in large and 
small companies, think of our activities 
program as being a combination of athletic 
and social activities for the enjoyment of 
our fellow employees. 

There is an additional area where we can 
be of assistance both to management and 
to employees. This area which we often 
overlook might be categorized as a service 
area. It can be a most important part of 
our program—one where employees can 
play a major role. It includes such things 
as blood banks, charity drives, credit unions, 
Junior Achievement, “People-to-People” 
programs, and various charity or social vol- 
unteer work. 

Participants may be brought into this 
area of your program who are not inter- 
ested in the social or athletic activities. 
Employees may be used to establish com- 
pany policy on different projects. 

We did this in the review of our com- 
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pany policy on employee solicitation for 
charity organizations. We asked a group of 
employees to study our current practice 
and those of other metropolitan companies. 
Prior to this study we had 10 or 11 dif- 
ferent drives each year, many of which 
were for organizations that solicited em- 
ployees at their homes or elsewhere. 

After a complete study, the committee 
recommended one joint campaign each year 
solely for the Greater New York Fund (the 
local community chest type organization) 
and the American Red Cross. A limited 
payroll deduction period (four paydays) 
was also recommended as an_ optional 
method of contributing. 

The committee’s recommendations were 
adopted and this group conducted the first 
campaign. It was extremely successful. This 
year the campaign is being conducted for 
the third year and it is expected to top all 
past records. Last year there was an 80% 
participation by employees, the goal this 
year is 100%. 

Most large companies today have an em- 
ployee blood bank. If it is not part of your 
activity program, it should be. You have 
the organization know-how and experience 
to program successfully such an activity. 

Our bank is conducted through the 
American Red Cross, and we have a drive 
on the premises twice a year collecting a 


Activity Ideas for 


total of about 500 pints of blood, One-third 
of the blood goes to the Red Cross and the 
balance is distributed to the employees and 
immediate family as needed. 

The employee credit union is an excellent 
activity and one for bringing into your pro- 
gram the more mature employees from 
middle and upper management. This is a 
big business and affords excellent experi- 
ence for those employees on its Board of 
Directors, its supervisory and its credit com- 
mittees. 

We all have hobby and “interest type” 
classes for employees. Recently we had an 
interior decorating class sponsored by a 
furniture distributor who brought in a pro- 
fessional decorator to conduct a series of 
three classes. There was no effort to sell the 
furniture, house or merchandise—a_ real 
“soft sell” which did more good than they 
will ever realize. 

Our challenge in the future is to be con- 
stantly searching for programs which will 
meet the likes and desires of our employees, 
both of an athletic and social nature and of 
a service nature. 

Our programs should be for the young 
and old, for male and female, and for em- 
ployees in all strata of our organizations, 
Keeping such a program on a current basis 
is what makes our job interesting and truly 
challenging. 


Small Company Recreation Programs 


CHAIRMAN: Arthur L. Conrad, Public Relations 
Manager, Flick-Reedy Corp., Bensenville, Ill. 


Summary 


ARTHUR L. CONRAD, Public Relations Manager, 
Flick-Reedy Corp., Bensenville, Ill. 


JAMES LEE, Activities Director, Indiana 
Farm Bureau Cooperative Assn., Inc., In- 
dianapolis, Ind. Attempt to draw in more 
people through sports contests and use of 
cash prizes. Indiana Farm Bureau uses 
betting pools for prizes in college football, 
baseball, basketball, the 500 mile race, and 
other special events. 


MARY J. BEST, Recreation Director, 
Distillation Products Industries, Rochester, 
V. Y. Described employee services and the 
the employee store, cards, ribbons, station- 
ery, etc. A good description of the lending 
library, by the use of the regular library 
which furnished the books, some 500 at a 
time. 


FRED A WILSON, Coordinator of Em- 
ployee Activities. Scovill Mfg. Co., Water- 
bury, Conn. Made an excellent presentation 
on the handling of retiring folks, preparing 
them to retire. Made the point that these 
folks are easily entertained; they don’t ask 
much, just to get with people again; travel 


logs, the story of a trip. They bring them 
back about once a month, 11 am. to 4 
p.m. Warned to be careful on the lists, 
keep them accurate, watch for those who 
can no longer get around, don’t keep asking 
them to come out. 


KENNETH J. LEONARD. Activities 
Supervisor, Salt River Project Emp. Rec. 
Assn., Phoenix, Ariz. Hit a new one with a 
models club, use of Revlon, Avon and 
others on hairdos, some 50 gals in the 
class. Then moved the program for wives, 
provided baby sitters for them so they would 
be able to attend. 


Color Slide Club 


ROBERT E. MOSS, Director of Industrial Recrea- 
tion, AVCO Corp., R.A.D., Wilmington, Mass. 

I suppose that we have all, at one time 
or another, faced this situation: to find and 
develop an activity that will appeal to the 
greatest number of employees without ma- 
terially affecting the rest of the program fi- 
nancially or operationally. 

At Aveo RAD one such activity was pro- 
posed. To be frank, I did not give it much 
chance of success at its inception, but cer- 
tainly wanted to try it out. I am happy to 
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admit I was very wrong. This activity is our 
Color Slide Club. Approximately twice each 
month all year long our 250 seat auditorium 
is packed for the club shows at 11:30 a.m. 
and 12:15 p.m. SRO is the rule. 

The format is simple and almost fool- 
proof. Like you, we have a great many 
people who enjoy taking color slides of 
places and people. Each meeting of the club 
features a different member's slides. The 
only ruling maintained is that the slides 
used in each showing must have a theme 
and continuity. Naturally, most of these 
shows deal with places the employee has 
traveled on vacations, in the service, etc. I 
daresay that through this medium I have 
been around the world several times. 

As to arrangements, Aveo RAD provides 
the auditorium, projector and operator. The 
individual employee narrates the showings. 
Membership in the club is open to any em- 
ployee with slides to show and attendance 
at the shows benefits everyone. We have 
also found that this club serves as the nu- 
cleous for various other facets of photog- 
raphy; i.e., photo contests, exhibits, etc. 1 
can truthfully claim that this club is one of 
our most widely acclaimed activities and 
shows no sign of a let up. Perhaps it can be 
for you too. 








7 
a 
v 
I, 
i 















ON le Py. eee. ¢ = Matte we 


Helping To Build Physical 


Education and Recreation 
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The Athletic Institute’s 16mm motion pictures, listed here, are seen 
annually by more than 30 million people. These films are busy at 
work promoting and helping to organize sports and recreation on 
large community levels. You, too, can put these films to work to 
increase participation in your locality. Ideally suited for school 
programs, club meetings, and leadership training. 


CAREERS IN PHYSICAL EDUCATION 


Highlights the most interesting aspects of a career in physical edu- 
cation. Makes a logical case for increased physical education and 
points out the ever-growing need for trained educators in this field. 


CAREERS IN RECREATION 


Shows the tremendous need for recreation today and the rapidly 
increasing demand for trained recreators. Takes you out in the field 
to show what a young recreator’s life is like—his duties, responsi- 
bilities, activities. 


$1,000 FOR RECREATION 


Any community can build a solid recreation program on a small 
budget. This film shows how to do it. Offers advice, too, on how 
service clubs and other community groups can help. 


“Fthletic Jnstitite 


A NON-PROFIT ORGANIZATION DEVOTED TO THE ADVANCEMENT 
OF ATHLETICS, RECREATION AND PHYSICAL EDUCATION 








EVALUATING PHYSICAL ABILITIES 


This film shows a simple series of performance tests which may be 
used to evaluate a child’s growth in qualities of strength, speed, 
endurance, coordination, flexibility and agility. Events recom- 
mended are based on the child's natural activities—running, throw- 
ing, jumping and climbing. 


LEADERS FOR LEISURE 


Here’s a dynamic film that stresses the importance and need for 
professionally trained leaders to insure the success of a community 
program. It’s a story that every citizen should hear and see. 


TOWN AND COUNTRY RECREATION 


A power-packed story of the building of recreation programs in 
rural areas and villages of less than 5,000 population. You see 
what happens to a sleepy town when a recreation program comes 
to life, through voluntary leadership. 


THEY GROW UP SO FAST 


Illustrates the benefits of a total program of physical education 
in our elementary and secondary schools. Designed to encourage 
school administrators, parents, and civic groups to either initiate 
or expand their local programs. 


For additional 
information on film 
contents, rental and 

purchase, write 
directly to: 
The Athletic 
Institute, 
Merchandise Mart 
Room 805 
Chicago 54, Illinois 
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Purchasing Practices 


CHAIRMAN: Thomas G. Croft, Chief of Employee Service, 
General Dynamics/Fort Worth, Fort Worth, Texas 


Summary 


Methods: 

e Personally or by mail (local vs_ inter- 
state): members of panel agreed that they 
all made local purchases where possible; 
otherwise order by mail to retailer, or 
where possible bought directly from the 
manufacturer. Some manufacturers sell only 
to retailers, however. 

e Assistance available from NIRA: exhibi- 
tors at NIRA Conference, advertisements 
in R/M, NIRA Newsletter, Idea Clinic, 
and either a letter or a telephone call to 
the NIRA office in Chicago for quick ref- 
erence or information. 

¢ Use of company’s purchasing department 
vs recreation director doing his own pur- 
chasing: both methods used. A lot of small 
recreation programs and some large ones 
use, or are required to use, the company’s 
purchasing department. 

Materials Purchased: Made note of the 
large market for playground equipment, 
bleachers, picnic tables and grills, building 
materials, furnishings for clubhouses, special 
room equipment such 
radio, etc. 

Problems: Purchase of domestic vs for- 
eign products: had a very interesting dis- 
cussion on this problem. Of course, manu- 
facturers have some very explicit ideas on 
the subject regarding better quality of 
domestic products, the cost of American 
labor, protective tariffs, etc. Some companies 
buy a lot of “Made in Japan” products 
because of the price. 

Planning: Planning one’s needs in re- 
gard to purchasing is the most important 
factor. Be sure you know where the interest 
lies before you plan your purchasing. Don’t 
buy stuff just because you used it last 
year. Talk to the participants in each 
activity to get a good idea on what is 
needed and what is wanted. 

Sales to Employees: 

¢ Golf balls, travel, etc.: many of pros 
and cons on selling personal athletic and 
hobby equipment. Almost everyone in favor 
of selling travel. 

¢ Discounts: many felt that getting dis- 
counts for employees is a most important 
function of recreation association. Many felt 
that discount purchasing 
done 


as health, camera, 


should not be 
not the purpose of a recreation pro- 
gram. 

Payola: Best discussion we had. Some 
cannot accept anything. Others saw nothing 
wrong with it: like an extra jacket or a 
steak dinner or a free seat on a trip to 
Europe. One manufacturer's position was 
that discount given to his customers didn’t 
leave room for payola and he was opposed 
to it, anyway. 

Conclusions: We were all a little startled 
at the great interest in the subject matter 





and concluded that we needed more time 
for discussion. 


Cutting Costs 


LEWIS J. FITZGERALD, Recreation Director, GMC 
Truck & Coach Div., Pontiac, Mich. 

Purchasing is one of the most important 
and challenging aspects of the Recreation 
Director's job. If you don’t believe its im- 
importance, check your total for purchase 
orders written last year. You'll find, as I 
did, that the total amounts to a whopping 
percentage of your budget. 

This past year most of us have felt 
the pinch from upstairs. There are few 
recreation budgets that haven't been trim- 
med or at least held from further expan- 
sion. Perhaps my remarks are not hitting 
home with all of you, since I realize many 
programs are run strictly through vending 
commissions and are not so subject to 
management's “trimming eye.” 

Our budget, up to this month, has been 
determined by management, based on the 
employment figures. The entire program has 
been financed by the company. We are 
now in the process of going to a vending 
commission supported program. 

In an all-out attempt to trim waste 
from our Division’s operation, top manage- 
ment has given our recreation department 
a vote of confidence by not trimming, but 
only requesting we do whatever is practical 
in keeping our expenses down. This has 
been a challenge in the face of the steadily 
decreasing value of the “buck.” One of 
the best places to concentrate our effort 
was on our purchasing practices. 

We have done nothing revolutionary. The 

usual business-like methods our wives use 
to run the household are a good guide to 
follow: 
Shop around: Dont buy next door to 
the plant just because its convenient. And 
don’t buy the first item that comes along. 
You are paid for your time, don’t give 
the company’s money away to some high 
pressure salesman. He can make time for 
you and profit for himself no matter what 
he says about selling out of a_ particular 
item, and his “special price for today only” 
can often be taken with a grain of salt. 
A savings can usually be realized when 
buying in quantity: Often there are items 
which aren't used in quantity in a given 
year. Rather than pay a high price for 
such items, why not buy a few years’ 
supply and get a quantity discount? 

Two incidents which came up at our 
company just last month serve to emphasize 
my next two points—buy good quality 
merchandise, and, be aware of the price 
you are paying for goods, 

Buying good quality merchandise is a 
fine way to save money. We found that 
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we got just what we paid for this spring 
when we bought 20 dozen softballs of a 
lower quality than we had used during 
the past two seasons. The balls were 
made by the same manufacturer, whom 
I will not embarass, but the cheaper ball 
sold for $4 less per dozen. This looked like 
a way to save $80 on our softball budget. 
Not so, however, as the ball players 
began bringing the balls back to our office 
with the stitches broken, the covers nearly 
off and, in general, more like a pumpkin 
than a softball. We took 15 dozen _ balls 
back and exchanged them for the more 
expensive balls we had used previously. In 
the meantime, our employes were grum- 
bling about the “cheap” balls, and we had 
to replace the ones they had ruined. 
We have also been stuck in the past 
with “seconds.” They sound clieap and 
they go over in just the same way with 
employes—cheap. We feel that equipment 
our recreation program provides our em- 
ployes should be of the finest quality. We 
would rather lack in quantity than quality. 


I was rather shocked when I started 
shopping for 48” target faces for our 
archery leagues when I found the price 
was $13 per dozen. Especially when I 


needed 20 dozen. That’s $260, and a lot 
of money when you consider our total 
expenditure for archery last year was just 
under $400. 

Many of us become lax in our ordering 
and give our sporting goods supplier a 
bianket order for spring and fall without 
actually getting a price. No offense to 
anyone, but do you know what you paid 
for your last order of equipment? 

Something like our archery target face 
problem above brings up another phase 
of purchasing—ingenuity and analysis of 
your problem. By knowing prices, quantities 
utilized and the activity in question, a 
wide-awake recreation director can save 
money in one area, thereby making possible 
expansion in another area—without increas- 
ing the overall expense of the Recreation 
plan. 

A simple example of planning is the 
solution to our target problem. This is 
not meant in a bragging sense, but rather 
in the form of a confession, for had we 
taken the time to analyze prices, quantities 
and the overall archery picture, we could 
have saved money during the past several 
years. 

What we did was simple; first, we looked 
at the problem—20 dozen targets being 
used for four leagues, shooting once a 
week for four months. We found that 20 
dozen was an enormous amount of targets 
to be used for only about 65 archers & 
week, 

The reason? 


After each league shot, 


the targets were discarded instead of saved. 
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The solution? We purchased “toughen- 


ized plastic coated target faces and had 


our maintenance department put canvas 
shields over the targets and butts to pro- 
tect them when not in use. The better 


$2 more per dozen (after 
some bartering), and they are used (same 
targets) for 8 shoots instead of one. 
Briefly our purchasing procedure for the 
GMC Recreation Department is as follows: 
The Recreation Director, or Supervisor of 
Personnel Services, does the actual contact- 
vendors on which 


targets cost only 


ing of items can be 
purchased locally. 

The next step is to write up a purchase 
which is sent to the purchasing 
department, which, in turn, puts through 
the paper work, requesting an invoice from 
the supplier we have contacted. 

This is a 


order. 


and, in 
most cases, we would already have taken 
delivery of the merchandise. Each purchase 
request must be given an “OK” by the 
Personnel Director. 
On orders of 


* P e *9 
confirming order 


which cannot be 
purchased from a local supplier, we deal 
directly with the manufacturer. We have 
found the and the 


goods 


service to be good 
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from 
aren't 


prices lower. We always try to buy 


a local source, but not if prices 


competitive. 


Purchasing Policy 


DANIEL H. ZIEVERINK, Supervisor, Employee 
Services, General Electric Co., Cincinnati, Ohio 

Purchasing magazine states that purchas- 
ing is “buying materials of the right qual- 
ity, in the right quantity, at the right 
time, at the right from the right 
source.” 


price, 


The Thomas Register of American Manu- 
facturers is an excellent source for obtain- 
ing contacts of firms who manufacture the 
material you may be seeking. In checking 
this register, I found out that there were 
three manufacturers of softballs in my local 
area. The register also provides a_ rating 


on these firms based on the volume of 
business they do. 

Some firms may not sell direct, therefore 
you should get this information from them. 
From a service viewpoint, it does not seem 
fair to request your sporting goods dealer 
small quantities of items 


to deliver you 


you need for these emergencies and when 


large order deal 


manufacturer 


you issue a direct 
with the asking 
for quotes from your local sporting goods 


you 


instead of 


dealers. 

I believe it is good community 
to do 
as possible. It 


relations 
much 
phone calls, 


business with local firms as 


cuts cost on 
shipping expenses, and in the event prob- 
lems occur, they can be settled in a more 
efficient manner. 

In order to be fair with yourself and 
suppliers, you should obtain at least three 
bids on competitive items involving an 
order to be placed in excess of $100. 

Many times when there is doubt in yout 
mind as to the quality of an item, such 
as a softball or an outdoor grill, it is 
wise to obtain one item of each manufac- 
turer and put these through a servicing test. 

The secret to good purchasing is building 
a list of contacts who can supply you with 
your program needs. I am sure that NIRA 
Executive Headquarters can give you some 
this. Also. 


consideration should be given to those who 


excellent reference material on 
belong to our 
RECREA- 


magazine. 


exhibit at our conference, 
organization and advertise in 
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Experiences in Company Travel 


CHAIRMAN: H. B. Aitken, Recreation Director, General 
Electric Co., Nela Park, Cleveland, Ohio 


The European Package 


B. M. KOZMAN, Activities Manager, Thompson 
Ramo Wooldridge, Inc., Cleveland, Ohio 

The agent handling the “Package”: 
that he knows the itinerary ex- 
ceedingly well; that the trip is not too 
long for the time alloted; that he is re- 
sponsible and bears a spotless reputation. 
The tour conductor or courier: Be sure 
that he has been over the ground to be 
covered and that he is well acquainted 
with the transportation, hotel and restaurant 
people in the cities to be visited, and that 
his English is readily understandable. 
Transportation: 

* Rail: Have a complete understanding 
regarding Ist, 2nd or 3rd class travel and 
then be sure your agent spells out the 
type of accommodation for which you con- 
tract, 

¢ Bus: Type of bus or you are 
to use. Number of seats, how baggage is 
taken care of, air-conditioned (?), whether 
the driver has been over the route, rest 
stops, and above all, a reasonable mileage 
to be covered each day. 

¢ Air: Know. the transportation 
and whether or not meals are included. 
* Boat: Same as air. 

Hotels: Whether deluxe, Ist, 2nd, or 3rd 
class. How are equipped. Definite 
understanding as to rooms with bath. Num- 
ber of public baths on each floor. Above 
all, do not name of hotel in 


Be sure 


busses 


class. of 


rooms 


advertise 


preliminary Name 
after have 
confirmed, do not permit a change, if 
necessary have deposit covering rooms to 
be held. 

Sightseeing: 
points to be 
itinerary. See that does not 
viate from the itinerary. No blind stops 
for shopping purposes where driver may 


each city in 
hotels only 


itinerary. 


reservations been 


Thorough understanding of 
the 


de- 


covered as shown in 


lecturer 


be in collusion with shopkeeper or vendor. 
Transfers: See that all necessary transfers 
are included 
be used. 

Meals: Spell out the meals to be provided 
and where, also show 
are not included. 

Tips: State definitely what tips are in- 
cluded and what tips are to be provided 


and type of equipment to 


where certain meals 


by the passengers and customary amount 
for each type of service: meals, maids, bus 
drivers, lecturers, ete. 

Special features: List them and whether 
or not the cost of the trip includes them. 


Local Trips 


ELEANOR TURNS, Activities Director, 
wide Insurance, Harrisburg, Pa. 

In September 1956 a club, known as 
the “GALA-VANTERS”, was organized in 
our Harrisburg, Pa., office. The purpose of 
the club, as the name would indicate, was 
to further employees’ the 
joyment of travel. 


Nation- 


interest) in en- 
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We have found the club meets a definite 
need of our employees. Membership is open 
to both 
very 
meetings. Of 


male and female employees, but 
on the trips or attend 
100 people employed in 
office, 35% girls. In fact, 
at our recent Award Luncheon, 
38% of those in attendance, with 10 years 
or more service, were single women. This 
is the group that supports our club. 
One thing that helps to make this type 


few men go 
the 
single 


our are 


Serv ice 


club a success is geographical location. 
We are very centrally located and, for 
the most part, within five hours’ driving 
time from many places of interest. We 
are two hours from Philadelphia, over 
Pennsylvania Turnpike, four hours from 
New York City and Atlantie City and 


three hours from Washington, D.C. I realize 
that 
undoubtedly, if 
would 


not so situated but. 
looked around 
places of interest’ in 


many of vou are 


you you 
find many 
your own back yard. 

One tour which proved very interesting 
was taken to Lancaster, Pa.. just 36 miles 
from Harrisburg. A guide boarded the bus 
and for the Amish 


and Pennsylvania Dutch Country. Here we 


three hours we toured 


saw men, women and children, garbed in 
a style that has remained the same for 


300 years. This trip was actually the high- 


light of our 1958 summer tours. You can 
see, it isn’t the distance travelled that 


counts: it’s planning trips which are well- 
rounded and which will encourage employ- 
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ees to gala-vant. 

At the present time we are planning a 
weekend trip to Williamsburg, Va. This is 
only our second weekend trip—the first was 
to New York City in December 1960. We 
left Harrisburg Saturday morning and re- 
turned Sunday evening. Actually, two buses 
were chartered, one returned Saturday night 
for those who didn’t care to spend the 
weekend. All plans were made through a 
travel agency in New York. Package in- 
cluded tickets to a matinee performance, 
dinner and night club tour, Radio City 
Christmas Show and dinner before return- 
ing Sunday evening. 

Since there is more money involved for 
weekend trips (our one-day trips cost em- 
ployees from $2 to $7) we have set up a 
system of payment by requesting a down- 
payment, with balance becoming due at 
monthly intervals—last payment due one 
month before date of trip. This seems 
to take away some of the shock on the 
pocketbook. 

One big advantage of group travel is, 
of course, the savings which can be en- 
joyed. As an example—cost for our employ- 
ees for round trip fare to New York City, 
traveling as a GALA-VANTER, is $5— 
commercial bus fare is $11.98—train fare 
$18.46. This savings, in addition to all 
the fun to be had with a bus full of con- 
genial people (in most cases). 

A problem we have encountered from 
time to time is that some people just 
can't seem to make up their mind if they 
really want to take a trip. They will give 
a verbal reservation, but when the time 
comes to put out the cash, they decide 
the trip is not for them. To counteract 
this, we have made it a ruling that a 50% 
deposit must be paid on day trips at time 
of reservation. This system seems to work 
very well. 

As I mentioned before, our day trips, 
to the present time, have been within our 
State of Pennsylvania, or bordering States. 
But even with this limited travel, we 
have added up some miles. Upon checking 
with the local bus company, from which 
we charter our buses, I learned that in 
the five years our club has been organized, 
we have traveled in excess of 8,000 miles— 
all one-day trips with the exception of the 
weekend in New York. 

For the most part, arrangements are 
made by our office for day trips. If tickets 
are desired for a matinee performance in 
New York or Philadelphia, we make direct 
contact with the theatre box office. 

In addition to trips, our GALA-VANT- 
ERS meet the second Tuesday of each 
month to “travel by arm chair”. I would 
estimate that during the past five years 
we have traveled around the world several 
times. This type program is very easy 
to handle. Many people in a community 
are very willing to relive their trip by 
sharing slides or films with a travel club. 
A good source for securing speakers is 
the local newspaper; usually under club 
meeting news. 

We have found this particular activity to 
be one of our most popular ones. Popular, 
because most people like to travel. With a 
program such as we have it is possible for 
a large group of people to travel at a mini- 
mum cost. 

Many of our employees, because of finan- 


cial reasons or lack of companionship, 
would never have experienced the thrill and 
education that has been accomplished as a 
result of our tours. Regardless of the size of 
your company, this program will work and 
will be beneficial to your employees. 


The Airline’s Role 


ROBERT J. BENN, Recreation Director, Grum- 
man Aircraft & Engineering Corp., Bethpage, 
N. Y. 

It's been my experience that the airlines 
play a very important part, particularly if 
you are planning a_ travel 
Europe or Hawaii. 

There are two ways of going about get- 
ting a charter. One is for the recreation 
director to contact the carrier directly and 
the other way is for the travel agency to con- 
tact the airline. 

In the last few years with charter groups 


program to 


being so popular the supply was tight and 
it was difficult to get a plane. In 1960, I 
went directly to the carriers, starting with 
those airlines who were associate members 
of the NIRA, and drew a blank. 

The travel agency then went to work to 
try and get a plane and soon came up with 
a firm committment from an IATA carrier. 
At that point I was very happy to sign the 
air charter agreement. 

The most important advantage a charter 
has over going by scheduled airline is of 
course the price. The charter price to Lon- 
don is around $250. as opposed to the econ- 
omy class price of $486. Another advantage 
is that the service on many charter flights is 
first class—hot meals, cocktails, champagne, 
etc. Another big advantage is the comrade- 
ship that develops as a result of everyone on 
the plane being from the same company. 

The contract between the chartering 
group and the carrier is a complete and 
comprehensive document. In reading through 
the various articles included in the contract 
one might very easily get the impression 
that it is fairly one-sided. The carrier is 
covered for everything with the possible ex- 
ception of not showing up. However, I am 
sure you will find that most carriers are 
very co-operative. 

The schedule of payments for the plane 
very according to the carrier. Some carriers 
set the final payment 60 days prior to de- 
parture while others set the final payment 
90 days prior to flight time. I would sug- 
gest that you try for the 60 day deadline. 
The 30 day difference can play a very im- 
portant part in filling the plane and going, 
or having to cancel out because of insuffi- 
cient numbers. 

There is also a schedule of penalties for 
the charterer cancelling the flight. For can- 
celing more than 120 days prior to depar- 
ture time 10%, from 119 to 60 days—25%, 
from 59 to 4 days 50% and after 72 hours 
prior to departure time 100%. I know of no 
case where the penalty was assessed if the 
group cancelled out before the final pay- 
ment was due. This is a point which should 
be discussed with the carrier that you are 
planning on using. 

As mentioned above the service on many 
charter flights is first class. Again the rec- 
reation director should have a meeting with 
the carrier and find out what service to ex- 
pect on the flight. It is important to know 
how many stewardesses will be on the flight. 
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if hot meals will be served, what type bey. 
erages will be supplied, will baby food be 
available if you have need of it and also if 
special food could be had for those who 
need it. 

The matter of commissions should be of 
little importance to you. There is a set fee 
of 5% which the carrier pays to the travel 
agent handling the tour. This 5% does not 
increase nor decrease your charter price 
whether you obtain the plane yourself or the 
travel agent gets the plane for you. 


The Travel Agent’s Role 


C. §. HOYT, Manager, Employee Services, Min- 
neapolis-Honeywell Regulator Co., Minneapo- 
lis, Minn. 

How we select an agent. We have 
found that there are nearly as many kinds 
of Travel agents as there are agents. First, 
can we use the international type or the 
city’s leading tour planner—or should we 
consider the necessity for economy and 
select an economy tour specialist? 

My experience is that the first two sugges- 
tions are apt to price a European tour out 
of the practical range for office girls and 
factory personnel. We. therefore, must con- 
centrate on the specialist who doesn’t have 
too much overhead, but can buy sections of 
what we want from other operators. 

How many bids should be received? 
This question is often easy to answer on the 
basis of how many agents are trying for 
your proposed business. We have found that 
each of three or four has some special lean- 
ing for a particular phase of the group 
travel program, and therefore to get the best 
deal, we should have a4 variety of bids, prob- 
ably three or four to compare and evaluate 
before closing the agreement. 

Should we sign contracts with the 
agents? We never have, but in considering 
five operations of the past years we feel 
more strongly in favor of a contract, or at 
least a well spelled out agreement in writ- 
ing to eliminate misunderstanding as the 
plans unfold and many details arise to be 
handled. For the sake of discussion, there- 
fore, I will throw out the principle that a 
contract would be a good thing. 

What do we expect from an agent as 
far as promotion, etc. is concerned? 
This question could raise a lot of discussion. 
We would have had a different answer in 
each of the last five years of industrial trip 
plans. If it is a trip to the Rose Bowl, we 
need a hotel and tickets to the game—no 
promotion. If it is a trip to Hawaii, Mexico 
or Alaska, it is a thorough picture of what 
can be seen on such a tour to really arouse 
interest. 

Brochures have been considered very es 
sential in some of our promotions, but how 
much can he sell a trip from a_ brochure. 
This year I have felt that general publicity 
was more important to arouse interest than 
a brochure to explain to the interested em- 
ployee what to do after deciding to go. 

I now feel that pictures and clever write 
up of advertising copy is what we need 
early in the year. This can then be followed 
by detailed itineraries with hotels named 
and described and all side trips spelled out. 

We further need some protection against 
third party agents and carriers constantly 
selling extras that throw you off the quoted 
price and raise complaints as to the price of 
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extias. If we all had handled building con- 
tractors we would know that the quoted 
price is competitive, but that any deviations 
or specials are liable to come pretty high. 
One thing for certain is that we must do 
the selling of any tour or even a chartered 
flight. The agent, in general, cannot help 
much in this selling operation—so let’s end 
our talk by saying the agent should give us 
sales aids and a flexibility of planning with- 
in an economical price considering devia- 
tions as possible extras. The quoted price, I 
believe, must be determined by the tour 
operators after quotations are received, 


Promoting A Trip 


JOAN REID, Personnel Activities Assistant, New 
Jersey Bell Telephone Co., Newark, N. J. 

Our trips are sponsored by the Employees 
Activities Club, a group of women employ- 
ees located in the downtown section of 
Newark who represent the various de- 
partments in the company. They meet on 
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a monthly basis and all requests for various 
activities are routed through this group. 
The following steps have been used in 
promoting the trips: 
e An annual interest questionnaire is cir- 
culated to all employees asking them what 
kind of trips they are interested in taking. 
e Employees submit written requests to the 
Club to sponsor trips to certain places. 
e Notices are put in the monthly 
organ which is mailed to each employee's 


house 


(working or retired) home advising that 
a trip is being planned. If they are inter- 
ested in going or would care to serve on 
a planning committee, they are asked to 
get in touch with the sponsoring group. 
¢ Notices in the “Employee News,” a semi- 
monthly publication to each of our six 
divisions in the state. This is distributed to 
all employees at their work locations. 

e Flyer of trip with itinerary 
and reservation coupon attached distributed 


proposed 


to every employee at his work locations. 
These flyers are printed by the travel 


Operating Policies for 


¢ Noontime movies of places to be visited 


on the trip. Each employee receives a flyer 


notifying him of the movie (which is 
prior to the program. 
obtained from the travel agent) and a 


large poster is placed in the main lobby 
agent and distributed by the 
¢ Division bulletins are distributed to each 


company. 


employee at his work location. These are 


bulletins which are printed as the need 


arises and sent to specific divisions. 


e Story and pictures of trip in the house 
and Activities Club 
publication other month) 


the Employees 
(printed 
after the trip is over. 


e Word of 


organ 


every 


mouth—very important. Mem- 


bers of previous trips are the most en- 
thusiastic press agents for new trips. 

Since there are no restrictions for domes- 
tic flights the plane may be filled with 
invited relatives and friends as well as 
employees. We always sponsor trips to 


assuring us of enough 


interest to warrant such a trip. 


places requested 


Industrial Recreation Parks and Centers 


CHAIRMAN: Harry Clark, General Supervisor, Personnel Activities, 
Nortronics, E. S. & E., Northrop Corp., Hawthorne, Calif. 


Reservations 


DALE SHAFFER, Employee Relations Director, 
Deico-Remy Div., GMC, Anderson, Ind. 

We have a 214 acre recreational and pic- 
nic area for our employees and their fami- 
lies. Last year 162,483 men, women and 
children used our facilities. 

Below is the data included on the em- 
ployee application form which he must sub- 
mit to make a reservation at our Killbuck 
Park Lodge: 

In consideration of privilege granted for 
use of Killbuck Lodge, the applicant(s) as- 
sume(s) the responsibility for adherence to 
the general park rules as well as the re- 
quirements checked below and agree to in- 
demnify Delco-Remy Welfare Association 
for any loss or damage incurred through 
negligence or misconduct of any member of 
the group. Applicant(s) understands that 
the Association cannot be responsible for ac- 
cidents to or lost personal belongings of the 
participants. 

1. Group must consist of 30 or more per- 
sons. 

2. No hard liquor, please. 

3. Please do not burn trash or cook in fire- 
place. Place trash in provided containers. 
4. For the sake of appearance and safety, 
please use ash trays when putting out 
lighted cigarettes and cigars. 

5. Please do not readjust the thermostats. 
They are set and synchronized and any 
change could cause a serious fire. 

6. Please park in parking area only. 

7. No reservations will be taken for Sun- 
days or holidays. 


8. A clean-up committee consisting of at 
least 4 members will be responsible for see- 
ing that the Lodge and grounds are cleaned 
up before leaving the premises. Names of 
committee: 
9. Be sure lights, electric stove, disposal 
unit, etc., have been turned off and all doors 
locked. 

Firewood and kindling will be furnished 
by the park. Please do not molest the trees. 

If anything is needed while at lodge, 
please contact Earl Melcher at the park 
residence or phone 3-1931. 


Signature(s) of applicant(s): — 
Superintendent or section head approval: 
Employee relations section approval: . 


Rules and Regulations 


LEE CORBIN, Manager, Recreation Center, 
Aerojet-General Corp., Sacramento, Calif. 

We have just completed an intensive an- 
alysis of rules and regulations needed for 
our recreation center. Ideally, no posted 
policies are needed and we are in hopes 
that our slogan “Treat your recreation center 
as you would your home” will eventually 
suffice for all situations. 

Realistically, however, certain areas need 
controls or limits to act as guidelines for 
participants who might unknowingly commit 
acts not in the best interests of our pro- 
gram. Realizing this, we have devised rules 
and regulations by area based upon: 
¢ Common sense safety practices 
¢ Protection of the facility 
¢ Restrictions imposed by the nature of our 
organization 
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Over-all governing policies are posted at 
the entrance to the area in the entrance to 
the main building: 
e “Members only”, meaning Aerojet person- 
nel or their dependents. Guests accompanied 
by members are also allowed. 

e “Children under 16 must be accompanied 
by an adult”. We prefer not to be “babysit- 
ters.” 

¢ No alcoholic beverages in the building, on 
the patio, or on the softball diamonds. 

¢ Report accidents to staff member on duty. 

Specific policies are posted in the area to 
be controlled: 

e Picnic area: Park in designated lots only. 
No “hard” liquor, please. Leave no “litter” 
in area, 

e Tennis courts: Tennis shoes only. Reser- 
vations may be made in office. 

¢ Equipment check-out room: Parents must 
check-out equipment for children under 16. 
Persons over 16 must “eT ee 
card for equipment. 

e Gymnasium: No street shoes on gym floor, 


present 


please. 

¢ Swimming pool: General rules: All per- 
sons must shower before entering pool. Bath- 
ing caps must be worn by all women enter- 


ing pool. Eating and drinking only in 
designated area. Pool area: No life-jackets 


or other forms of artificial support. No run- 
ning on pool deck. No “horseplay” in pool 


cuardstand) Diving from boards 


only beyond this point. 
The most important aspect to consider in 


area. (on 


the establishment of policies (rules and reg- 
ulations) is the tenor in which they are pre- 
What we 


sented. are after is a feeling of 
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pride in our facilities that will preclude the 
necessity for stringent regulatory measures. 
Therefore, we would prefer no posted 
policies; but, experience tells us that. reli- 
ance upon a posted rule or regulation is 
sometimes necessary to get the point across. 
Sounds contradictory, doesn’t it? What it 
amounts to is: 
e Establish no more rules than absolutely 
necessary. 
e Advise widely those that you do establish. 
e Adhere “to the letter” to the policies es- 
tablished. 


Case History 


PAUL C. HARRISON, Recreation Director, Ansco, 
Div. of Gen. Aniline & Film Corp., Binghampton, 
N.Y. 

Ansco-Ozalid Park is maintained for ap- 
proximately 4,000 Ansco employees and 2.- 
000 Ozalid employees. Ansco and Ozalid, lo- 
cated in adjoining 
divisions of General 


communities are both 

Aniline & Film Cor- 
poration. 

In 1938, Ansco purchased a tract of land 
consisting of 176 acres in the town of Wind- 
sor, N. Y., about 12 miles from the 
Plant in Binghamton. 

The lake on this property 


Ansco 


was really a 
pond with a crude dam to provide a fishing 
area for the original owner. After removing 
tree stumps and rebuilding the dam, Ansco 
created a lake of some 13 acres which it 
now maintains. 
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This lake has about 300 feet of beach 
with some 900 tons of imported white Jersey 
sand. (It is an interesting note that in late 
fall the Park Superintendent sprays the 
sand to freeze it in place, against loss by 
winter winds), 

There is a very complete pier with several 
heights of springboards, and a large float... 
the swimming area is marked with guard 
ropes, and buoys at different depths. There 
is a large slide for small children, and 
swings at the far end of the beach area. 

Admittance to the park is by employee 
pass or a Lake Admittance Card which is 
issued yearly for family use. This card is 
not transferrable. We permit 10 guests free 
for each employee, with a small fee of 50¢ 
for each additional guest. Our yearly at- 
tendance over the season runs as high as 
80,000. 

The annual Ansco Family Picnic attracts 
up to 6,000 for the one Sunday . . . with 
games, races, pony rides, etc. We supply 
milk, soda, and ice cream without charge, 
plus prizes for all different age groups par- 
ticipating in the various events. 

The Ozalid Family Picnic has about 1,400 
in attendance. 

The present staff at the lake consists of a 
superintendent and three full time em- 
ployees for all maintenance work such as 
painting buildings. boats, and building new 
picnic areas, etc. In the summer season 
there are six life guards who also assist with 
maintenance when there is not much traffic 


at the lake. Our operating cost is alout 
$50,000 per year. 

The clubhouse, built on the style of 
Mount Vernon, has a large fireplace and a 
kitchen with sufficient equipment to feed 
250 tables or up to 400 served buffet style. 
During the summer months a Juke Box is 
installed which can be operated without in- 
serting coins. 

At the north end of the lake is a large 
covered picnic area which will accommodate 
about 300 persons. It is wired for lighting 
and has electrical outlets for record players, 
coffee makers, etc. There are three large 
barbecue fireplaces in the rear of a large 
fireplace used for color. This large fireplace 
is also used in winter for employee skating 
parties. 

As a safety precaution we do not allow 
eating or beverages on the beach. There are 
about 40 individual iron grills with tables 
and benches located in the wooded area 
around the lake and charcoal is available. 

The facilities of the lake are made ayail- 
able by reservation without charge one day 
a week, Friday, to community groups such 
as churches, Scouts, garden clubs, various 
civie organizations, etc. A schedule is main- 
tained for company groups, inter-departmen- 
tal, The Ten Plus Club, Rod and Gun Club, 
ARA, or just department picnics. 

All retired employees are presented with 
a permanent pass at the time of their re- 
tirement so they may continue to enjoy the 
lake and bring their friends. 


NIRA Programs and Services: 


Today and Tomorrow 


CHAIRMAN: Earl Schreiber, Recreation Director, 
Timken Roller Bearing Co., Canton, Ohio 


Bowling 


STEVE WENDELKEN, 
Joseph, Mich. 

I would like to summarize NIRA’s activity 
for this year with regard to the sport of 
bowling. We in NIRA who are directly con- 
nected with this sport are very pleased that 
so much enthusiasm has been shown in our 
yearly tournaments. 

We held our 14th Annual Tournament 
March 25 and 26 in Milwaukee. Our host 
for the tournament was the Allis Chalmers 
Mfg. Co. with Carl Klandrud as tournament 
chairman. 


Whirlpool Corp., St. 


A new format was tried this year, and it 
is our opinion that this will be used in the 
future. We set up two divisions rather than 
one. One was an open division, with teams 
competing with an average of 875 or better. 
and the teams with averages under 875 were 
put in an industry division. 

The number of games bowled was also re- 
duced to eight lines rather than nine. This 
way a team rolled four lines on Saturday 
and four on Sunday. This also allowed more 


participation at the get-together on Saturday 
night. 

The third change was a “Sweeper” run by 
the establishment where a participant rolled 
for cash prizes. Entries in the Sweeper were 
not as great as expected, but we think this 
was mainly because it was the first time 
tried. 

The 40 teams that participated came from 
the Midwest area, namely Wisconsin, IIli- 
nois, Indiana, Michigan and Ohio. More 
teams had been expected, but because of 
business conditions a few of our old stand- 
bys failed to participate. 

Now, regarding future tournaments, plans 
are being made to hold the 15th Annual 
Tournament in South Bend, Indiana, spon- 
sored by the Studebaker-Packard Corpora- 
tion. 

We on the bowling committee are trying 
to encourage more participation from com- 
panies outside the midwest area previously 
mentioned. We visualize an honest-to-good- 
ness National Bowling Tournament com- 
prised of the top teams from all over the 
country. 
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This could be accomplished by setting up 
regional meets and sending the winners to 
a Grand National Tournament centrally lo- 
cated. Practically all of our member com- 
panies have bowling leagues, and with a 
minimum amount of effort a 
could be arranged in their areas. 


tournament 


Trap and Skeet 


DICK MILLER, Sporting Arms & Ammunition 
Manufacturers Institute, New York, N. Y. 

Trap and skeet are “naturals” for the in- 
dustrial recreation program. Fifteen million 
hunting licenses sold annually in the United 
States, plus many more in Canada, indicate 
a ready-made nucleus of interest. 

Trap and skeet require relatively inexpen- 
sive installations, when compared with most 
other recreational facilities. Land require- 
ments are not prohibitive. A space of 100 
yards wide and 300 yards long will contain 
a skeet or trap field. 

Trap and skeet provide year-round recrea- 
tion, for young and old, both sexes, and 
lend themselves very well to league and 
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Tom Heinsohn of the Boston Celtics 
is a member of the Wilson 
Basketball Advisory Staff. 





Wilson offers your teams the custom- 
tailored appearance preferred by the World's 
Professional Champion Boston Celtics, 

and teams in industrial and other 

top amateur leagues. 


Dress your teams 
like champions in 
Wilson custom-tailored uniforms 


Hundreds of leading basketball teams choose Wilson quality materials give longer wear. Choose from a 
uniforms for the flashing colors and distinctive variety of styles in 18 fabrics and 24 vivid colors 
styling that represent a winning attitude. Wilson _ that reflect company spirit. 

custom-tailored uniforms are performance patterned pgstGN YOUR OWN UNIFORMS. Write today to Wilson 
and fitted for a neat, confident appearance. Top — Sporting Goods Co., 2233 West Street, River Grove, Illinois. 


THE WILSON JET® is precision built with 
Last-Bilt construction for true balance and 
perfect roundness. Selected pebble grain 


leather for finger-tip control. = 
THE WILSON COMET features exclusive 
Roto-Bilt construction with nylon wound 


PLAY TO WIN WITH 


wre gon ys so 





carcass for perfect playability. Wilson Sporting Goods Co., Chicago 
(A subsidiary of Wilson & Co., Inc.) 
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competitive activity, as well as individual 
enjoyment. 

Industrial trap and skeet is not expensive 
to the participant. Most industrial programs 
are 25 target events, and rarely more than 
50 targets are fired. 

A 25-target event requires one box of 
shotgun shells. 50-target programs use only 
shells. Targets cost pennies 
each (around two cents each in quantity). 

Industrial trap and skeet costs need not 
exceed the total cost of a round of golf or a 
few lines of National industrial 
skeet and trap tournaments give the em- 
ployee or employees who excel in the sport, 
or who simply want to match ability with 
other comparable ability, a 
chance to achieve national recognition for 
themselves and their companies. 

Complete information on industrial trap 
and skeet programs may be had from your 
NIRA office. from Sportsmen’s Service Bu- 
reau, 250 East 43rd Street, New York 17, 
N. Y., and from the leading domestic arms 
and ammunition manufacturers, 

In addition, club facilities can be used for 
community relations, in the form of Teen 


two boxes of 


bowling. 


shooters of 


PANEL IX 


Employee 


Hunters Clubs, to prepare employees and 
community youngsters for safe enjoyment of 
outdoor recreation (further information on 
Teen Hunters Clubs from Sportsmen’s Serv- 
ice Bureau). 


Softball 


ARTHUR R. BRAUER, Assistant to Director of 
Industrial Relations, Raybestos Division of 
Raybestos-Manhattan, Inc., Bridgeport, Conn. 


A review of our softball program will 
show that our activity in “fast pitch” soft- 
ball far outweighs our participation in “slow 
pitch” softball. This condition is not truly 
representative of our geographical area, as 
slow pitch softball has bypassed the faster 
game during the last two years from a par- 
ticipation point of view. 

Our reasons for not following this trend 
are that the players on our teams prefer it 
that way and spectators in our area are en- 
thusiastic about fast pitch. 

The attendance figures for the Women’s 
World Softball Tournaments that we have 
been host to for the past three years have 
each bested any previous attendance record 


for the event. Our regular season attendance 
at Raybestos Memorial Field also continues 
on the upgrade. 

During 1961, we have added two junior 
teams to our softball program in an effort to 
help bolster the activity in our area. Our 
junior girls’ team has an age limit of 18 
years. Our junior men’s team has no maxi- 
mum age, but players average 18 to 19 years 
of age. 

These teams were added to our “area” 
program simply because there is a_ large 
number of young people who would like to 
play softball but a scarcity of sponsors has 
prevented many from playing in organized 
competition, 

We feel that this youth program will pro- 
vide young people with worthwhile health. 
ful recreation and prompt other sponsors to 
join in furthering this important activity in 
the future. 

Softball for spectators is an important 
part of our current and future plans. Large 
numbers of our 1,100 employees bring their 
families to our softball promotions. We feel 
that this is good for employee morale and 
is wholesome leisure time family activity. 


Recreation Association Publicity 


CHAIRMAN: Charles Bloedorn, Director of Recreation, 
Goodyear Tire & Rubber Co., Akron, Ohio 


Nine Publicity Tools 


WARREN WALLGREN, Recreation Supervisor, 
Theo. Hamm Brewing Co., St. Paul, Minn. 

Publicity, simply defined, means “infor- 
mation designed to advance the interests... 
advertising of any kind.” In other words... 
get the “story” across to the public. 

Who is your “public” . . . your market for 
A recent Business 
Week report on mass media states that, 


advancing the interests? 


“special interest audiences now count more” 
and that the battle for readers shifts from 
quantity to those who can act on the adver- 
tising. 

It seems perfectly obvious, doesn’t it, that 
our aim is at the recreation participants or 
prospects who are our special interest audi- 
ence, our market. But the question pops up, 
“recreation is fun, or should be, so isn’t it 
human nature to know when fun is going 
on”? 

Why, then, do we need to advertise fun? 
Many reasons could be listed in addition to 
and under the reason, “competition of inter- 
ests.” Also we want to reach the family 
which otherwise might not be exposed to 
word of mouth. Further, recognition of 
achievement bears an equal status to infor- 
mation. 

Our basic needs might be put this way: 
Employee: Enlighten prospect by commu- 
nicating “who,” “what,” 
“when.” 


“why,” “where,” 


Recreation: Recognize achievements, people 
. “doers.” 
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Association: Aim at those in a position to 
act. Advertise advantages; sell the program 
using all tools of communication. 

Word of mouth is a tool but is 
limited in reliability of facts, timing and 
coverage. 

Nine tools of written communication which 
are in order of their comparative use: 

e Bulletin notice—Try for “recreation only” 
boards with reading racks attached; post all 
with identical materials. 

¢ Posters, signs—Make use of talented mem- 
bers. 

e Flyers—Make attractive for 
outs or newsletter enclosures. 
¢ Company organ—Excellent 
often limited in space since 
designed for broad coverage 
company business. 

e Assn. brochures—Good for new employee, 
potential member promotion, public release. 


basic 





use as hand- 


medium but 
it is usually 
of the total 


¢ Illustrations, cartoons—More use of mem- 
ber talent can be made in this area. 

¢ Membership cards—With an activity cal- 
endar printed on the back its a “have-on- 
you” source of information. 

e ERA photos—Have you thought to: de- 
velop a staff of member cameramen; keep a 
pictorial history album; display at intervals 
“your assn. in action”? 

e ERA periodical—Newsletter for mail-out, 
hand-out or bulletined. Mail-outs can be as 
frequent as bi-weekly to quarterly. Dateline 
paper carrying the NIRA emblem is sug- 
gested. Styles can be bannered, captioned or 
reportorial by department, area or activity. 
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Embellishment can include various art work, 
offset photos, commercial art. Suplementary 
flyers, cards, surveys, tickets can be enclosed 
with mail-outs. 

Some suggested newsletter editorial poli- 
cies: 
¢ Final editing by a staff person to assure 
proper structure, treatment, and regard for 
company policy so that the publication is in 
tune with the total picture. 
¢ Maintain a scheduled distribution. 
e Judge news, format and editing on basis 
of where and whom it will reach... whether 
strictly in-plant, to the home or for “re- 
lease.” 
¢ Avoid personals or other internal affairs 
other than recreation news. 
¢ Cooperate with your company house organ. 
Try to stagger your publication dates so as 
not to conflict. Coordinate articles if 
sible, 


pos- 


Four Methods 


R. FRED CANADAY, Recreation Director, Gen- 
eral Motors Corporation, Detroit, Mich. 
Publicity of recreation programs within 
General Motors Corporation and_ its divi- 
sions and plants varies considerably. Never- 
theless, there are four basic facets to rec: 
reation publicity in GM which might be of 
interest to you. 
The General Motors Recreation Packet. 
Each quarter we publish the recreation 
packet. It is distributed to all recreation 
directors throughout the corporation, both 
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domestic and overseas. The packet is divided 
athletic, social, cultural 
and general. In addition, there is a news- 


into four sections 
letter which accompanies the sections. 

¢ Newsletter. The purpose of the newsletter 
is to call attention to specific articles, book- 
lets or items of interest in the various sec- 
to handle information of such a 
minor nature that a special article would be 


tions, or 


unjustified, or to call attention to materials, 
conferences, magazine articles, ete... which 
might be available to the individual plant 
director if he interested. The news- 
letter usually runs from 16 to 20 pages in 
length. 

¢ Athletic Section. The athletic section would 
probably contain stories of golf tournaments, 
methods for organizing 
softball programs, variations in old, or the 


were 


bowling leagues, 


presentations of new scoring systems for 
athletic activities and the like. In addition, 
from time to time, we are able to purchase 
or obtain without cost small booklets about 
athletic activities which would be of inter- 
est. These booklets might be in the form of 
a rules book, “how-to” manual, a catalog 
from a supplier or something of that nature. 
Generally, however, we shy away from book- 
lets which are strictly commercial catalogs. 
¢ Cultural Section. In the cultural section 
we publicize card, stamp and coin and other 
clubs as well as choruses, bands. ete. Again, 
the format of the section would be similar 
to the other sections in that it might in- 
clude booklets. 

@ Social Section. In the social section we 
would have stories of an interesting picnic 
that took place at one plant, an activity of 
a boat club such as a boat inspection by the 
Coast Guard, an unusually successful dance. 
etc, 

® General Section. The general section is 
not just a catch-all. It would include, as our 
summer packet did, such items as programs 
for the NIRA national or regional conven- 
tions, information about local recreation as- 
sociations, stories of an over-all recreation 
program at one division or plant to indicate 
what an over-all recreation program might 
well include, magazine articles on recreation 
in general. reprints, etc. 

In the future we plan to add to the packet 
service by sending out occazional special 
bulletins which might conceivably reach our 
recreation directors too late for effective im- 
mediate action if they waited for our next 
mailing date. You ask how this is publicity 
since it is not distributed to employes—a 
good question! However, we feel that pub- 
licity to recreation directors throughout the 
corporation on the subject of recreation in 
general as well as “what's going on in other 
GM plants” is equally as important as satis- 
fiving the ego of outstanding performers in 
a recreation program or publicizing a forth- 
coming event to employes. 

Plant Papers. Most of all our house organs 
are plant papers carrying news of past 
events, oftentimes with pictures or schedules 
of forthcoming activities of a recreational 
nature. These include 


papers might 


blanks so that 


even 
interested 
might enter a tournament. 


entry employes 
league or club 
that is in the process of being organized or 
scheduled. 

Bulletin Board Notices 

e Using Art Work. We feel the use of art 
work to embellish bulletin board announce- 
ments adds a great deal to the effectiveness 
of such bulletins. It is not important that 


the art work be professionally drawn. As a 
matter of fact, sometimes amateur efforts 
are more effective than the professionals. 

© Desk Distribution. For special events or if 
the announcement is late and the time is 
short before the event will take place, we 
use desk distribution to make certain that 
all employes see the anouncement. Since 
plant employes do not have desks, supplies 
of the anouncement bulletin are placed near 
time clocks and exits so they will be readily 
available to them as well. This distribution 
may provoke a housekeeping problem, but 
generally speaking, our employes are pretty 
careful about that sort of thing. 
Recreation Newsletter. A few of our 
plants publish a periodical recreation news- 
letter, some as often as weekly. These have 
a particular value and, as a matter of fact, 
may save money. Included in such a news- 
letter would be team averages and_ stand- 
announcement of winners for past 
events, entry forms for future events, re- 
minders of dues and meeting dates for 
various clubs, stories of humorous happen- 
ings that might be of interest to a large 
number of employes, encouragement or mes- 
sages of importance from plant 
ment, etc. 


os 
ings, 


manage- 


Recreation Newsletter 


A. MURRAY DICK, Director of Recreation, Do- 
minion Foundries & Steel, Ltd., Hamilton, 
Ontario 

Reasons for the newsletter: In many 
cases because of the size of the plant and 
complicated shift work conditions, informa- 
tion on recreation club programmes is not 
readily available to the employee. Many 
workers in today’s production line find it 
dificult to study information posted on the 
bulletin boards. 

Often it is left to the committee men to 
seek out employees who are members of a 
particular group to pass along any pertinent 
information. This, of course, is often times 
impossible when the committee man is tied 
down on his own job. 

Handing out of leaflet information to em- 
ployees when leaving work is often frowned 
upon by management. These leaflets may 
often be thrown away and very seldom ar- 
rive home with the employee. 

Value of the newsletter: With the 
above information being true in most cases, 
it should not create any doubt but that a 
newsletter mailing to the homes is_ the 
answer. 

Information on all groups in the recrea- 
tion programme is compiled, edited and 
published as regularly as _ possible and 
mailed out to the homes of the employees. 

One of the important steps in providing 
this newsletter is to make sure that it is 
mailed only to the homes of the employees 
wishing to receive the information contained 
therein. Members of existing groups are 
provided with this bulletin and additions to 
the mailing list are made only on request 
by the interested employee. 

Organizational value of the news- 
letter: Each of the groups is asked to ap- 
point someone to be the reporter. His duty 
carries as much value as the president or 
secretary of that group. It is his responsi- 
bility to report on programme activities and 
future plans of the group to the recreation 
office. 


This information is written, edited and re- 
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produced using the reporters name in the 
by-line. This over-all report covers all ol the 
groups tied in with the focal point being 
the recreation office. 

The recreation department does not as. 
sume the responsibility for making up re. 
ports but does remind the groups leaders of 
the publishing deadline date. When notices 
of a particular group activity do not appear 
in the newsletter, the 
“jogged” by his own members. 

Value of mailing newsletter into the 
home: Recreation activities today involve 
and affect directly and indirectly members 
of the employees family. Today Johnny and 
Mary are just as much interested in the 
plant programme as their father. 

Many of the activities are designed today 
especially for children of employees and 
they are usually the first ones to open up 
the newsletter when it arrives. 

By mailing into the homes no longer do 
we trust the memory of the employee to 
take home bits and pieces of information re- 
garding the group programme. All members 
of the family are posted and kept up to 
date. 

Company publication separate: \any 
companies find that having two publications 
arrangement. The official 
company publication deals with the product 
development and company policies and is 
kept separate from the recreation club news, 

Many issues of the official company maga- 
zine go to customers around the world and 
personal bits and pieces of the recreation 
club programme do hold particular interest. 
Often the company magazine is held past 
the deadline awaiting new developments, 
with the result that recreation club  an- 
nouncements for up-coming activities cease 
to be of value. 

In conclusion, the ultimate value of the 
recreation club is told in its successes and 
achievements. This of course is best sum- 
marized and recorded in a newsletter. Ad- 
vertising and sales are the best media for 
selling a product. We have a product (rec- 
reation activities) to sell—we must keep 
everyone conscious of this fact. 


reporter is often 


proves the best 


Basic Pointers 


E. T. MITCHELL, Recreation Supervisor, U. S. 
Steel Corp., Gary, Ind. 

Establish a communication system be- 
tween recreation office and employee to keep 
association members informed of facts, such 
as: dates, places, times, how much, cost. 

Newsletters should be neat, attractive, col- 
orful, legible, easy to obtain, or to re-route, 
or to post—good distribution. Newsletters 
should be put on regular schedule. 

Inexpensive methods are available through 
hectograph or multilith, Unless time is avail- 
able, printing is always the best. 

Use pictures when possible, sketches, or 
any other drawing that might tend to en- 
hance the publication. Remember the old 
adage—one picture is worth about 10,000 
words, 

Information should be obtained from vo'un- 
teer leadership within the separate leagues or 
clubs. Don’t forget the five “W's” when mak- 
ing an announcement: Who, What, Where. 
When, Why. 

In regard to posters, it may be well to 
remind the printer to place his union stamp 
on the poster. Use simple language to ap- 
peal for cooperation, 
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PANEL X 


How to Improve Your Vending 


CHAIRMAN: C. W. Hudson, Personnel Services 
Manager, IBM Corporation, Rochester, Minn. 


Past, Present and Future 


WALTER W. REED, Director of Public Relations, 
National Aut tic Merchandising Assn., Chi- 





cago, Ill. 

While automatic vending traces its legen- 
dary history back to 219 B.C., when a 
Grecian priest installed a holy water vender 
at one of his temples, the actual history of 
automatic merchandising in the United 
States officially dates back 75 years. It was 
in 1886 that the first patents for automatic 
vending machines were granted in this coun- 
try. The first machines made their appear- 
ance two years later, in 1888. 

While vending was in existence in the 
1920's in substantial form, the real growth 
of our industry as we know it today occurred 
after World War II. 

Today some 4,000,000 machines are retail- 
ing upward of $2,500,000,000 a year in 
merchandise and " United 
States. While the vending industry tradition- 
ally has been divided into the three segments 
of machine manufacturers, product suppliers 
and vending operating companies, so many 
things have happened in the last two years 
that the lines between these divisions are 
becoming more and more blurred, and the in- 
dustry, in many other respects, is undergoing 
major changes, some of which are still in the 
early stages of development. 

Among major 
should list the following: 
* Much wider acceptance of automatic vend- 
ing, especially in plants and institutions. 
Increasing entry of automatic vending into 
food service operations of all types. 

A continuing series of mergers within the 
industry, especially at the operating level. 
Public ownership of a growing number of 
major vending companies. 

Entry into other new fields as a result of 
the dollar-bill changer. 


services in the 


these developments we 


* Amalgamation with catering companies. 
* Establishment of vending commissaries. 


The most significant thing about all of 
these new developments is that most of them 
are still in the early stages and that a com- 
plete transformation of the vending industry 
is in progress. While some directions are al- 
ready apparent, the eventual road which 
vending companies will take is really not 
yet charted. 

All of this has some important implications 
for the personnel officials as well as the 
recreation directors of plants and offices. As 
vending companies enter more and more into 
full-line food service from mere refreshment 
services, their operations and profit ratios 
change considerably (downward in the case 
of the latter). 

By necessity, and for the sake of em- 
ployee morale, ever greater emphasis must be 
placed on service and performance—and the 
tendency will be to play down the em- 


The realities of pro- 
satisfactory full-line 
automatic food service are causing an ever- 


phasis on commissions. 
viding adequate and 
increasing squeeze on the operating com- 
panies’ profit picture. It is a fact of life 
that vending other 
businesses, must return a profit in order to 
satisfy stockholders and to provide for future 
growth and expansion of services. 

What will the future bring? 

We in the vending industry look to further 
amalgamation between catering and operat- 
ing companies, with mergers initiated from 
both sides. We are confident that we will ac- 
quire greater know-how as both the equip- 
ment and our own management procedures 
will benefit from further 
experimentation. Vending companies still 
have a long way to go, with some exceptions, 


operations, like most 


experience and 


in changing from “mere” vending companies 
to operators of “automated restaurants.” 

During the last five years we have in- 
creasingly managed to earn the respect and 
confidence of management in offering the 
advantages which automatic equipment can 
bring, both in terms of employee morale and 
in terms of general economies on the part of 
management. 

We in vending think that less than 10% 
of our potential service has so far been 
reached in plant and in institutional food 
service. We expect to make great strides in 
this field within the next three to five years. 


Vending Contracts 


JOHN H. LESLIE, Manager, Employee Recrea- 
tion, Minnesota Mining & Mfg. Co., St. Paul, 
Minn. 

The old adage in the world, 
“don’t say it, write it!”, applies very aptly 
to your vending program. When we _ say 
“write it,’ that means get a sound contract 
that will thoroughly cover all areas of your 
vending program. 

Wherever money is concerned (and believe 


business 


me vending is a good source of money) dis- 
agreements often arise unless all parties 
involved know exactly what is agreed upon. 
therefore, a written 
contract can be your best assistant. 
The many reputable national and 


Memories are short; 
local 
vending organizations have worked long and 
hard to make vending the outstanding busi- 
ness it is today. However, the success and 
recognition attained by the reputable dealers 
attracted some undersirables into this busi- 
ness venture looking for a fast buck. A vend- 
ing contract protects you from this element. 

Your vending contract can only be mean- 
ingful if it looks beyond the commission paid 
section. Dont be misled by high commissions 
and forget the meat of the contract. Always 
remember, any vendor to be successful must 
make profit and must provide good service. 

A vendor, like any business, cannot give 


Program 


the service you desire if he is operating at a 
loss, and the business of a contract should 
be to insure good service and a quality 
product. 

Now, for those of you who are bashful. I 
will ask a few of the common questions that 
might arise. 

What is a vending contract? Simply stated, 
it is an agreement between a company ot 
club and a vendor making available products 
and services of certain coin operated vending 
machines to be located on the company or 
club premises. 

What does a vending contract do? Very 
simply stated, it avoids a lot of confusion 
and misunderstanding. 

Whom does a vending contract protect? 
A good contract should protect both parties. 

What points should be covered in a vend- 
ing contract? briefly I listed 
eleven points and they are as follows: 

Names of parties concerned. 


Very have 


Date of agreement. 

Consideration of agreement. 
Duration of agreement. 

Method of termination. 

Schedule of equipment and products. 
Maintenance. 

8. Licenses. 


np wh = 


sD 


9. Insurance. 
10. Compensation. 
ll. Right to audit. 


Case History 


WILLIAM J. KRIENITZ, Manager, Employee 
Services, Victor Adding Machine Co., Chicago, 
il. 

Approximately 20 years ago, our company 
accepted their first bottle liquid dispensing 
machine. It remained as our only dispensed 
item until 1949. 

During 1949 we had several accidents with 
the bottles which made us change to paper 
cups and new dispensing equipment. All this 
time we operated our own cafeteria and the 
money received as commissions went to the 
cafeteria operation. 

When the new 
hitting the 
planning new cafeteria operations, new com- 
mission distribution, etc. We finally decided 
to construct special 


vending machines began 


street, many hours were spent 


alcoves for vending 
equipment and get them out of the aisle. 
Instead of just beverages, we would supple- 
ment our cafeteria with new milk, coffee, hot 
chocolate. ice cream and cigarette machines. 
1960. We now 
battery of machines on each floor with scat- 


This was done in have a 
tered rest periods, giving the employees on 
each floor an opportunity to use the equip- 
ment, but to stay in the area provided. 
Victor still operates its own cafeteria and 
the commission check from the vending ma- 
chines is still allocated to the cafeteria. 
From all contacts made with employee, 
we feel the new program is working fine. 
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Vending Income 


W. J. PYPER, JR., Manager-Secretary, Republic 
Assistance Fund, Inc., Farmingdale, N. Y. 

We are primarily concerned with industrial 
recreation and its advancement through 
revenues available from in-plant automatic 
vending programs. 

The personnel officer, employee relations 
manager, fund director, or whatever his title, 
has the reins in his hands—and is in the 
position to call the signals. He has the in- 
terest of both management and employees 
in mind and should gear his vending pro- 
gram to meet the needs of the company 
recreation program and other activities. 

How much per capita revenue should we 
realize annually from vending operations to 
support the multiple employee benefit pro- 
grams? 10¢? $1? or $10? 

I can tell you my experience has been, 
that statistically, per year each employee— 
captive customer if you will—will consume 
131 candy and cracker units plus 39 sticks of 
one cent chewing gum. He will drink 96 
seven ounce cups of soda pop and 45 contain- 
ers of milk. He will also smoke 77 packs of 
cigarettes. This employee consumption of the 
machine vended products represents a yearly 
expenditure of $39 per employee. 


PANEL Xl 


There are many important factors with 
which to be concerned in making an indus- 
trial vending operation successful. Among 
these is the meticulous selection of good 
vending products. 

No one, not even our captive customers in 
our factories or offices will buy inferior 
merchandise. Nor should they be expected to. 
Here is a first line of relationship between 
industrial vending and good employee rela- 
tions. These high quality products must 
necessarily be offered to our employees at 
realistic prices. These two aspects, high 
quality and reasonable prices are in them- 
selves employee benefits—intangible perhaps, 
but extremely important. 

We must provide good, sturdy, attractive 
and sanitary vending machines in adequate 
numbers, and the machine must be strategi- 
cally located. Trouble free vending equip- 
ment is high on the list of musts. 

Picture if you will the thirsty, or hungry, 
or nicotine craving employee who approaches 
one of our vending machines only to find it 
out of order—perhaps he may lose a coin. 
You know what happens—he may just 
grouse—or he may be the violent type and 
do a real job on our expensive equipment. 
In any case, he’s unhappy. 

What more tangible 


employee benefits 


might we hope to derive from our vending 
operations? This must naturally depend on 
to what extent we and our company manage. 
ment wish to carry the vending supported 
aspect of employee relations. 

I'm sure that each of us would like to 
have a complete recreational-athletic _ pro. 
gram. While industrial recreation is the 
upper-most in our minds, there are numerous 
other employee benefits to be realized from a 
good, well run vending program. I am think. 
ing in particular of collegiate scholarships for 
children of our employees, emergency em- 
ployee loans, flowers to sick and hospitalized 
employees and at times of bereavement, 
permanent mementos of management's good 
will when a child is born, special gift food 
packages for employees on sick leave at 
Christmas time, free inoculations ete. 

Perhaps not overnight but with long range 
planning, these benefits and more may be 
realized from the revenue of a_ properly 
administered industrial vending program. 

How we slice the vending revenue pie, 
what percentage of recreation programming 
and what percentage to other benefits is up 
to each of us. But a good industrial vending 
program is good employee relations—and I'm 
sure I don’t have to tell you that good em- 
ployee relations is good management. 


Common Sense Cost Cutting 


CHAIRMAN: Charles A. Mears, Recreation Manager, 
B. F. Goodrich Company, Akron, Ohio 


Careful Accounting 


CHARLES A. MEARS, Recreation Manager, B. F. 
Goodrich Co., Akron, Ohio 

The financing of industrial recreation is 
often a serious business that requires or- 
ganization, work, and straight thinking. In 
many cases, it becomes vital to the endeavor 
that recreation directors exert themselves to 
raise all or a major part of their required 
funds because of industrial concerns or 
managers who either cannot or will not sup- 
ply the necessary money to adequately fi- 
nance a well-rounded program for the em- 
ployees. 

In any case, a financial problem exists, and 
the responsible leader will turn his attention 
to finding ways to resolve the difficulty. 

Cost cutting or cost control can be applied 
to practically every phase or stage of recrea- 
tion. 

Let’s take the case of a program that suf- 
fers from insufficient company funds. A 
recreation director confronted with this situa- 
tion will find it is possible to initiate a 
working recreation program with very little 
monetary outlay. This is cost cutting in a 
real sense, though preventive in nature, since 
the director has a financial drought from the 
start. 

Even so, a bowling league can be operated, 
dances and picnics can be promoted, various 
hobby clubs organized, and a golf tourna- 
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be held without or with almost 
no expenditure of company funds. 

Take the matter of recreation facilities. 
Many companies have built recreation build- 
ings, parks, and fields for the use of em- 
ployees, while other companies will not fi- 
nance facilities but will contribute funds to 
the promotion and operation of a program. 

Only a few companies, comparatively 
speaking, have their own recreation build- 
ings. Yet, practically every industrial firm in 
the United States can uncover facilities which 
are excellent for industrial recreation. 

Arrangements can be made to have com- 
pany basketball, volleyball, gym classes and 
other events of this nature at the YMCA, a 
high school, a private club, or a municipal 
building. Social centers, churches, schools 
and offices in the plant offer gathering places 
for camera clubs, discussion 
rehearsals, etc. 


ment can 


groups, music 


In other words, facilities usually are avail- 
able and can be procured for a year-round 
recreation program. The only burden on 
management is to find the facilities and ar- 
range ahead of time for their use. With this 
thrifty approach, one pays rent only for the 
time the facility is in use and avoids the 
expensive, continuous, and increasing main- 
tenance of company-owned facilities. 

Now let’s look at cost cutting in an estab- 
lished and functioning activity, when manage- 
ment—for economic or other reasons—re- 


duces the company’s financial support. One 
successful tactic is to launch several financial 
methods to see the recreation program 
through any troublesome period when money 
is hard to come by. 

Many fund-raising plans are available. Con- 
tests can be sponsored, candy sales, a special 
supper and movie, noon hour movies, raffles, 
booster tickets, benefit parties, ete., the 
profits realized to be used for financing the 
program. 

The alternative would be to shelve some 
activities—the very last 
management's request. 

A careful analysis of expenses—as each 
event becomes imminent on the calendar— 
should reveal many nonessential expense 
items. These can be eliminated without ac- 
tually affecting or disturbing too much the 
basic program. These analyses should be re- 
viewed with the activity committees re- 
sponsible for staging the event, as they face 
the problem of effecting the estimated sav- 


ings. 


resort—in meeting 


Certain fields or areas will yield greater 
savings and be more fruitful than others. For 
instance, scan the expenses for printing; art 
work; mailing, banquets and food; awards 
and trophies: uniforms; and special “frill” 
awards benefiting the small groups, such as 
varsity teams, whose travel and hotel ex- 
penses are out of proportion to the number 
benefited, 
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Cheaper methods of reproduction in the 
field of printing can yield real savings: i.e., 
xerox. multilith, single-color printing, ete. 
Putting two announcements in one mailing to 
the home will save many dollars if the mail- 
ing lists are large. Uniforms for players can 
he laundered and used for two seasons in- 
stead of the usual one. Close supervision over 
equipment and uniforms will reduce losses 
and replacement costs. 

The secret for success in cost cutting is in 
the careful accumulation of every expense 
connected with a given activity or program, 
no matter how small. Once these items are 
listed in detail, probable economies become 
apparent. The number of dollars spent on in- 
cidentals is amazing, and the savings will be 
far beyond expectations. So, by using extreme 
care in gathering your costs, the less im- 
portant expenses are exposed, become the 
basis for savings, while the basic recreation 
program suffers no ill effects. 


Five Methods 


CHESTER V. PELLEGRIN, Supervisor of Recrea- 
tion, The Detroit Edison Co., Detroit, Mich. 

\s recreation people I believe we are all 
afraid somewhat of this word “cost-cutting”, 
however, I believe we are not alone in this 
area for | am sure that most of us, particu- 
larly during the last five or six years, have 
been going through a period of reducing 
costs in our method of operations; and when 
I say all of us, I mean those of us who take 
part in industry, community, church affairs 
and so forth. 

All of us are most interested in getting 
the best out of things for which money can 
buy. This is only good and sound reasoning, 
therefore we must look at what things cost 
us to make sure that we are compensated 
for their actual worth, 

The practice has been in most companies 
when an austerity program has to be dealt 
with, the first place they want to cut costs 
is in the companies’ employee recreation pro- 
gram. This can be done either way (1) by 
straight percentage cut on what management 
contributes to the program or, (2) by indue- 
ing the employees to contribute more to off- 
set costs, 

I feel that it should be joint actions on 
both parties and the method of approach to 
the problem of this kind requires analysis 
and evaluation of the recreational program 
so that complete understanding 
achieved. I also that most com- 
panies’ evaluation of their recreation program 
is that it is an important activity just as it 
does other programs within the company. If 
this weren't true, all of us would be throwing 
a lot of money down the drain for nothing. 

A few of the areas where I believe cost- 
cutting in industrial recreation could be 
termed common sense are as follows: 

Centralized services (clerical, publicity 
and bookkeeping): This relieved highly paid 
people, such as club officers or committee- 
men, of the detailed work which is so neces- 
sary for successful operation of recreational 
activities, 

This centralized clerical group could 
handle correspondence, ticket sales for vari- 
ous activities, club notices, handle member- 
ship dues, fees, etc. Many club officers have 
their secretaries do this work for them and 
they are highly paid people in contrast to 
the lower paid personnel which is used for 
these centralized services, 


can be 


am sure 


Awards and trophies: Prepare an esti- 
mated list of awards and trophies needed for 
the year for all recreational activities and 
submit to Purchasing Department who will 
have vendor submit samples of trophies to a 
committee of activity representatives for their 
selection. This cuts costs by quantity buying 
and eliminates the time spent if each group 
had to go out to make individual selections. 

Club sponsored dinners in our com- 
pany restaurants: Overhead costs for op- 
erating a restaurant is high as we all know. 
To serve 100 people would cost the same to 
serve 200 or 300 as far as restaurant help 
is concerned. Some companies have many 
small group dinners and by scheduling these 
the 
evening. there is a savings to the company. 

Long-range planning: New 
sented by enthusiastic groups often appear at 
the time to be good but the recreation direc- 
tor must evaluate 
ideas far into the future. 
¢ Kind of activity (bowling alley) 

e How many and how long employes would 
use it. 

This activity or expensive facility might 
turn out to be a white elephant by the fact 
that a number of employes who use it may 
be curtailed by lay-offs or change of loca- 
tion of work. 

Operation of facilities 
(those requiring a number of people to op- 
erate, such: as Parks, Boat Clubs, ete.) might 


groups to use restaurant on the same 


ideas pre- 


and management such 


recreational 


well be put into the hands of the club or 
association’s administration rather than com- 


pany. That is, club employees, instead of 
company employees. Certain savings in wages 
and fringe benefits would result since, in 


most cases, company wages paid would be 
greater than what the wages the club would 
pay. 


Common Sense 


MILES M. CARTER, JR., 
McLean Trucking Co., Winston-Salem, N. C. 
How many times have I asked myself, how 
can I cut some of the cost from our company 
recreation program and yet try to meet the 
demands that our employees request? I have 


Recreation Director, 


tried various projects and the items listed 
below are some which have proven to be 
successful, 

1. Plan an activity which has the interest 
of the employees, then strive to keep that in- 
terest alive. Dead activities leave an expen- 
sive carcass lying around in form of equip- 
ment. 

2. When purchasing equipment, uniforms, 
etc., the economical way is to buy the best. 
Cheap brands need to be replaced too often. 

3. Another example of “common sense” in 
any recreation program is simply this: when- 
ever there are fees involved in bowling, golf 
and other has been 
proven that where a person pays a part of 
these fees. he makes a better participant. A 
person who has everything paid for by his 
employer doesn’t seem to appreciate it as 
much. 

1. Learn to be a good listener. Afterward, 
justify to any person why you can’t do some 
of the things which are requested in a recrea- 


similar activities, it 


tion program. Sometimes our eyes are larger 
than our budget. 

5. Take advantage of the facilities of the 
City Recreation Department, the “Y's” and 
private institutions for recreational needs. 
The fees are very economical, and some of 
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the facilities provided to the publie 
through taxes. The more participants, the 


larger and better the program. When these 


are 


facilities are used, there is no maintenance 


fees. 
For instance, Winston-Salem Recreation 
Dept. has softball leagues, basketball and 


square dancing. The organization of each 
team is the responsibility of the 
Recreation the participating 
Recreation 


various 
Directors of 
but City 
schedules and facilities. 


companies, provides 

6. A good Recreation Program includes as 
many of the company’s personnel as possible. 
Thus, the must be varied to take 
care of elderly as well as young, the fat as 


program 


well as trim, the intellectual as well as 
athletic types, 
“Common sense” ways to keep peace, 


unity and good will among employees and 
among their families is to plan a few gigantic 
activities during the year to include young 
and old members of the family. 

7. Communication is a vital part of any 
Recreation Program. Employees need and de- 
serve to be well informed of the activities. 
In this type of program each employee should 
feel 


the planned activities. We must keep our em- 


needed and wanted in one or more of 
ployees informed. 

Often a good program fails because of lack 
of organization. Before any actual participa- 
tion takes place. we should have studied and 
planned the activity from every angle: then 
when the activity is well organized, we are 
ready to present it and are usually assured 
of success. 

8. It is to take advantage 
of the wealth of information and the person- 
nel at the state level. We need to know 
what and who is available to help keep us in 
our programs. A to be 
formed is to join the State Recreation So- 


“common sense” 


sure way well in- 


ciety and take an active part in the Society. 


Self-Support 
DONALD HAMROCK, Recreation Director, Ci- 
vilian Welfare Fund, Wright-Patterson AFB, 
Ohio 
Several ago it 


budget. 


years eut 


After analyzing it 


was necessary to 


our recreation 
thoroughly, we found that our departmental 
award system was the place to cut. 

We also realized that our award system was 
a very important factor in our program. So 
we decided to set a basic charge for each 


one of 


team to enter our departmental 
leagues. This fee was to be nominal and 
would be used for our departmental award 
program. 

All softball and basketball teams were 


charged a fee of $10. Tennis and volleyball, 
$8 each. These fees saved us $1,000 per year 
and in no effected the interest in the 
various programs. If fact, I think it helped 


way 


out as it gave our participants a feeling of 
being closer to the activity. 

Instruction classes (golf 250 people, tennis 
50, swimming 75, bridge 100, square dancing 
50, dancing 335, charm 35, art 30, ete.) are 
all self-supporting segments of our program 
with 925 participants taking part in these 
self-supporting activities yearly. 

Competent instructors are hired, facilities 
arranged for, and wide publicity given to 
the above programs. A _ nominal 
charged each employee that registers. This 


fee is 


fee is geared to take care of all the expenses 
of that particular program. 
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PANEL XIil 


Planning and Financing Recreation Facilities 


CHAIRMAN: Don E. Ford, Recreation Director, 
Olin Mathieson Chemical Corp., Covington, Ind. 


Factors to Consider 


A. M. CUSICK, Employee Services Manager, 
Cummins Engine Company, Inc., Columbus, Ind. 
In excess of 20,000 companies already have 








some type of recreation program. This wide 
acceptance of industrial recreation is pre- 
sumed to be a result of the constructive effect 
it has on the employee's attitude toward his 
job and toward his fellow workers. 

Studies regarding employee efficiency have 
indicated that only the employee who is 
happy in his work produces to the fullest 
extent of his ability. Recreation programs 
and facilities have long been justified on the 
basis of increasing productivity. giving a lift 
to employee morale, attracting and holding 
better workers, fostering teamwork, improv- 
ing health, developing administrative talent, 
and reducing accidents. 

Although these reasons may be sufficient 
evidence for a company to consider the de- 


velopment of a recreation program and 
facility, I am not at all sure that they 


alone are sufficient. It would seem that three 
other important factors must be considered. 

First, when a company sets out to decide 
whether or not a 
facility should 


recreation program and 
he developed for its em- 
ployees, it must necessarily spell out its own 
basic philosophy regarding recreation and 
the policies which will serve as the guides 
in its future planning and development. With- 
out this firm foundation, it would not see 
that any amount of constructive work could 
be done. 

Providing the company philosophy will en- 
courage the development of a recreation pro- 
gram, a second vital ingredient is that you 
have employee interest in such a program. 
This interest must be voluntarily made 
known by the employees to the Company 
management if a program is to be a success. 

If. then. you have reason to believe that 
there is general company and employee in- 
terest, the third step in your basic planning 
would be to determine the specific areas of 
the interest. It would not seem impractical 
to use a comprehensive survey to determine 
these specific interests. 

Now you are ready to move ahead. The 
next step would be the development of a 
master plan relating not only to the facility, 
hut also to the program. 

One point that I think is important to 
make is that regardless of the type of facility 
which you develop, a well-rounded program 
must be an integral part of your total recrea- 
tion picture, For, it is through the active par- 
ticipation in a program that the facilities will 
be used to their maximum potential. 

In the development of the master plan, con- 
sideration must be given to the specific in- 
terests of the 
interest’ in 


employees: the 
certain 


company’s 
of facilities: the 
company’s willingness and ability to support 


types 
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the program financially; as well as considera- 

tion of the present facilities and programs 

which are available in your community. 
Now that you have completed the general 

framework for future planning, it becomes 

necessary to ask certain specific questions 

which will aid in the detailed planning that 

must follow. Questions such as: 

e What type of facilities are needed to meet 
the employee interests? 

e Where should this facility be located with 
regard to the operation? 

© How large should the area be? 


e How expensive should the specific facili- 
ties be? 
e How much should be paid for land? 


e How much should be paid for each of the 
facilities? 

¢ How will maintenance be handled? 

Who will be responsible for coordinating 

the program? 

¢ Who will use the facility? 
The final and very challenging questions 

must necessarily deal with finances: 

¢ How much will the company contribute? 

¢ How much will the employees contribute 
to the development of the facility and will 
they pay annual dues? 

¢ Who will handle the financial administra- 
tion of the facilities and program? 


Gymnasiums 


SUMMERS JARRETT, Employee Relations Super- 
visor, Chemstrand Corporation, Pensacola, Fla. 

The provision of adequate facilities and 
equipment is essential to the success of the 
employee recreation program. The absence or 
inadequacy of facilities has been a limiting 
factor to the success of many employee 
recreation programs. 

The planning of additional recreation 
facilities requires a thorough study of the 
needs and interests of the employees. Facili- 
ties should be constructed with multiple use 
constantly in mind. 

The plant itself should be the first source 
to explore for facilities to accommodate 
recreation activities. Such facilities as cafe- 
terias, lounges, and rest rooms are frequently 
available for recreation activities during off- 
duty hours. Many larger companies have re- 
ception rooms and conference rooms which 
can be used for recreation. 

Many companies with inadequate facilities 
of their own depend heavily on the use of 
municipal recreation facilities operated by 
the city recreation department. Golf course, 
athletic fields, and picnic grounds seem to 
be the city facilities most frequently used. 

However, a number of companies use city 
auditoriums and armories for dances, shows, 
and athletic events. Companies in most cities 
are using some recreation facilities provided 
by commercial recreation agencies. Bowling 
alleys and golf courses appear to be the 








facilities 
quently used by business and industry. 

In acquiring facilities for employee recrea- 
tion activities, it is important to follow as 
closely as possible the recommended stand- 
ards governing the size of these facilities, 


commercially operated most fre. 


In the development of standards, careful 
study has been devoted to the various ac- 
tivities to determine the most ideal dimen- 
sions to insure maximum enjoyment on the 
part of the participants. 

Another primary consideration in the es- 
tablishment of standards has been to select 
dimensions which would give each participant 
in the activity a reasonable amount of pro- 
tection. 

The actual construction and financing can 
follow most any pattern .. . individual com- 
pany contributions, employee-employer con- 
tributions, combined industry in one locality, 
and joint local government, industry and 
other agencies. 

Don’t shoot too high in making your re- 
quest for new facilities—let employee par- 
ticipation speak for you. Always leave room 
for improving your facilities by allowing em- 
ployees to make suggestions for improve- 
ment. Individuals are looking for praise, so 
allow as many people as you can credit 
when new facilities are added. 

The working together of employee and 
management to accomplish your needs is 
highly recommended. The big question that 
is always asked by management is not how 
many people are just interested, but in how 
many people will take part in the activity. 
What is needed to provide them with the 
proper equipment, grounds, and_ facilities. 
Remember, you don’t buy facilities—they 
are built! 

I have been asked to participate on the 
panel to discuss gymnasiums. This is some- 
thing which is quite familiar to me, as we 
have recently obtained a gymnasium, or as we 
refer to it, Recreation and Assembly Build- 
ing. I would like to discuss this topic along 
the line of how it actually took place at 
the Chemstrand Corporation. 

The basic feeling that must be present at 
a plant is that top management believe in 
recreation—and the fact that recreation plays 
an important part in the whole picture of 
the employee’s growth and development. This 
philosophy is definitely present at Chem- 
strand. 

Our basketball teams had participated for 
a number of years at a local high school. 
Many problems developed during the time 
that we were using an outside gymnasium, 
and the first step was taken in the justifica- 
tion of a gymnasium. 

In the justification, we listed the number of 
teams involved (both men and women), the 
number of participants, and problems en 
countered by using an outside gymnasium. 
Another point was brought out—what other 
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activities could the gym be used for besides 
basketball ? 

The second step was to give the gym- 
nasium another name so that it would not be 
used as a gymnasium exclusively. A proposal 
was written that the new building would be 
called the Recreation and Assembly Build- 
ing. In this proposal, we listed the number 
of places the C.E.R.A. used to hold dances, 
basketball, other indoor athletic activities, 
meeting places, storage, and a lounge. 

In order to obtain added facilities the 
Recreation Director himself must be con- 
vinced of what is needed. He must be able 
to show the amount of participation ys. the 
manhours in an activity to justify the cost 
of that particular activity. 

Our C.E.R.A. Intramural Basketball Sum- 
mary Reports for the years 1959 thru 1961 
help us to show the amount of money spent 
ys. participation; thereby continuing to 
justify our recreation building. 


Pond Development 


ROY E. ELLINGTON, Recreation Counselor, Kai- 
ser Aluminum & Chemical Corp., Ravenswood, 
W. Va. 

The farm pond, stocked with 
proper species of fish, maintained and man- 
aged, can provide more hours of family 
recreation at a lower man hour cost than a 
majority of facilities within the average in- 
dustrial recreation program. 


common 


Any company or employee recreation as- 
sociation with available land is missing a 
sure bet for top participation response il 
the farm pond installation is overlooked. 

With a little pre-study from available 
sources on pond development and _ stocking, 
proper site location, utilization of company 
owned equipment (or even rented equip- 
ment) and volunteer labor, initial installation 
cost for a fish pond can be held to an ac- 
ceptable minimum within most 
budgets. 


program 


Up to 20 acres of surface water, if the 
land does not have to be purchased, can be 
impounded, stocked, fertilized and main- 
tained year-round for about half the cost of 
installing and operating one lighted softball 
field. And, the end result in most instances is 
about 200% per cent more participation for 
the dollar expended during any given year. 
To the recreation director looking for a 
family type activity, this is one venture that 
will stand up. 

Contrary to the belief of many, a good fish 
pond can be built without a supply of run- 
ning water. In some areas of the nation the 
soil is of such nature that even two or three 
acres of pasture or cropland will provide 
adequate runoff for an acre of impounded 
water, 

This, of course, will vary to a maximum of 
10 acres of pasture or cropland or 30 acres 
of woodland in other areas. The exceptions of 
course are the arid the 
part of the country. 

Another misconception of stocked ponds is 
that a lot of fish have to be bought or ac- 
quired for continuous restocking. Stocked 
properly in the beginning with the recom- 
mended number of bass and bluegill species, 


states in western 


fertilized as necessary for food supply, and 
then heavily fished, the pond will maintain a 
balance of fish life that will keep bringing 
back the fishermen of all ages—week in and 
week out, 

Where dams constructed, 


are properly 


water is of adequate depth and the drainage | 
area free from extensive pollution restocking | 
is seldom necessary. 

One will have complaints about the fish 
being all gone. The fish will at times not 
bite and this encourages uninformed persons 
to assume there are no fish in the pond. In- 
quiries will be made almost daily as to when 
is the pond to be restocked. But this should 
not bother the person responsible for man- 
aging and maintaining the fishing facility. 

When the fish are not biting, it usually 
means only that enough food is available in 
the water to satisfy the needs of the exist- 
ing fish population. This could be brought 
about by new fertilization or an excessive 
heavy concentration of fishing over holidays 
or extremely good weather of a week or so. 
But this condition will only last for a few 
days. 

Fast as the 
soon be 


bluegills multiply there will 
more fish than food in the given 
area, and the fish will begin hitting most 
anything offered by the fisherman. A good 
pond supports 400 to 600 pounds of pan size 
fish per acre and the formula for keeping 
them eating size is abundant fishing and 
ample fertilization. 

Probably the best appeal for bringing par- 
ticipation day by day to a given fishing area | 
is the fact that fish are there to be caught. | 
The potential participants should — be 
orientated in the fact that nature affords the 
balance necessary for a good fish 
through food supply and demand. 


crop 


The participant's fishing habits, amount of | 
time spent after the elusive finny fellow, are 
more important to a good fish crop than all | 
the restocking that could be done. Let it be 
known that if a person fishes often enough, 
keeps a hook and worm in the water long 
enough, anyone and everyone, regardless of 
age or sex will catch fish of some size or 
species. 

Another appeal that the fishing pond will 
have toward drawing family participation is 
the for picnicking. Shaded areas | 
adjacent to the pond can be developed easily 
with a few grill installations and a small | 
number of picnic tables. 

Grassed areas of a minimum of a 100 feet | 
around the fishing banks, mowed only once 
weekly, provide adequate play area for | 
smaller tots who do not care for fishing. | 
Thus, the small children can be kept under | 
surveillance by parents while fishing. 


chance 


It would be possible to spend an hour or 
so further discussing the merits of the farm 
pond as a recreation facility. Another hour | 
or two could be spent talking about site | 
selection, drainage basins, dam construction, | 
stocking, fertilizing, sampling of fish life, and 
managing and maintaining the pond. Time | 
does not allow for this. 

I have prepared a listing of sources of 
informative literature that I have used to ac- | 
quaint myself with farm ponds stocked for 
fishing. These are excellently written and are 
more than adequate to acquaint even the | 
rankest amateur with the means and methods | 
for pond _ installation, and 
aging. 

Included in the booklet I also have avail- | 
able on the Kaiser Employees Recreation As- | 
sociation program and facilities are aerial | 
pictures of three such ponds (we call them 
lakes) which cover approximately 18 acres. 
One of the lakes has also been developed for 


stocking man- | 


a swimming program that services a mini- | 
mum of 12,000 participants a year. 
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TROPHIES 

EMBLEMS 
RIBBONS 

PRIZES 
GIFTS 


Yes, just look 

at our catalog 
see the right 
award for every 
occasion Ta) Dept. 
complete range of prices , RM 
Club discounts 
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Write Today for 
FREE Literature 
EDWIN W. LANE CO. 
32 W. Randolph St., Chicago 1 
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FREE COLOR CATALOG 
“Items and Ideas 
for All Events” 
ORGANIZATION SERVICES, Inc. 


8259 Livernois Detroit 4, Mich. 











Do you know whether 

TABLE TENNIS _your players are using 
a legal serve and a 

legal bat? How much do you really know about 
one of the greatest carry-over sports? Be in the 
know. Send for “Table Tennis for You”—10c 
UNITED STATES TABLE TENNIS ASSOCIATION 
1031 Jackson St., St. Charles Mo. 














CLASSIFIED 


RATES: regular type, 15 cents each word 
bold face type, 25 cents each word 
copy must be received by the 5th of the month 
before date of issue in which ad is desired 





HELP WANTED 





Field Service Representatives 
Wanted 

In newly established regional organization by 
well-known and well-established trade as- 
sociation in sports-recreation field with head- 
quarters in Chicago area. Must be a self- 
starter and free to travel territory. Must have 
the following qualifications: 

Experienced or trained in the professional 

requirements of responsibly organized youth 

programs, 

Must have ability to meet and enjoy work- 

ing with people. 

Must have ability to make a good public 

and speaking appearance. 

Must like “kids”—must have an abundance 

of patience and tolerance. 
This is an excellent opportunity for younger 
men (30-40 age bracket). Specify minimum 
salary required. Submit photo and complete 
resume of education, business experience and 
youth activities background, 
BOWLING PROPRIETORS ASSOCIATION 
OF AMERICA, 111 South Washington, Park 


Ridge, Illinois. 





RESORTS & VACATIONS 





Unusual and exclusive deer hunting at North 


| Manitou Island, Mich. Ideal for individual 
or customer entertainment or management 
party. Success guaranteed. Entirely safe. 
Write: 
NORTH MANITOU ASSOC,, 2501 Sunny- 
| brook Drive, Kalamazoo, Mich. 
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RMIETEInE, 





Volume IV, 1961 


All articles appearing in RECREATION MANAGEMENT magazine, Volume IV, 
1961, are cross-indexed below by title and subject. Month of issue in which 
article appeared and page number are listed after each subject title. 


A 





\erojet-General Corp., Story of a Champion— 


Sept 7 
Archery, Junior Scores for Kohler 
Archery Golf—Oct 16 
Armco Trap Shoot, see Shooting 
Art, Employee Rembrandts—Dec 20 
Art for Fun’s Sake—Aug 19 
Athletic Institute, Biggest Budget—Jan 25 
Award Programs—July 6 


Mar 26 





B 


Baseball: 
After Little League, Then What ?—Feb 10 
Appoint Richter Pony Director—May 22 
Babe Ruth League Booms—Apr 25 
Urge Cooperation, Not “War”—July 9 
Youth Leagues Strike Out—June 12 
Basketball: 
Basketball Coach Training Film 
NIBL Disbands—July 8 
NIBL Drops “Industrial”—Mar 40 
Silent Stars—Aug 19 
Tight Race Opens in NIBL—Jan 19 
Wheelchair Jets Score—Sept 16 
Wingfoots Tour Near East—Oct 19 
Boating: 
Boat Boom Slows—Feb 24 
Boat Facilities—Jan 26 
Boating Facilities—Mar 35 
Boat Trailer Laws—Mar 35 


Mar 35 


How to Buy Power Boats—Mar 36 
Marina Designers—Aug 21 

Safer Boating—Dec 22 

Texas Size Happiness Pill—Feb 22 
Use Boat Tax for Boaters—Apr 24 


Book Reviews: 
Active Games and Contests—June 51 
Aging in the States—May 24 


Baude’s Handbook of Humor—May 24 
Chess Self-Teacher—Sept 22 

10¢ Crafts for Kids—Sept 22 

Dictionary of American Sports—May 24 


For Family Fun, A Camping Guide—June 
5] 

Gymnastics, The Complete Book of—Apr 
24 

Gun Dog 

Leisure in America, A Social Inquiry 

Mar 24 

Man and Leisure 


Sept 22 


Mar 42 


Paper Folding for Beginners—June 51 


Playgrounds, Their Administration and Op- 


eration—Mar 42 
Progressive Weight Training—June 51 
Pro’s Handbook of Bowling—June 51 
Skin and Scuba Diving—Mar 42 
Small Craft Weather Guide—Sept 22 
Bowling: 
AJBC Founder Resigns—May 22 
Always Adding Something New—Sept 12 
$114 Billion Sport—Oct 21 
Bowling Champs Win $6.000—Aug 19 
Bowling Tips for Ladies—Jan 26 
Bowling’s Cold War—Mar 38 
BPAA Plans Junior All-Star—Jan 25 
Challenger Beats NIRA Champs—June 52 
Dayton Meet Thrives—Mar 38 
Industry Meet Set for Milwaukee—Jan 20 
IBM, Oscar Mayer Win Industry Bowling 
Crowns—May 19 
Junior Bowler Instruction—Apr 19 
New Junior Bowling Meet—June 47 
No Compensation for Bowler—Jan 20 
Senior Bowling—Oct 8 
Set "Em Up in Milwaukee—Mar 34 
Shirt Makers Seek Sponsors—Mar 41 
Some Common Misconceptions—Feb 8 
Status Quo on the Bowling Front—June 14 
Summer, Junior Bowling—Aug 19 
Tournament Time—Feb 21 
Urge Cooperation, Not “War’—July 9 
Who’s Kidding Who—Nov 16 
Will Prize Funds Boomerang ?—July 14 
World’s Longest Gutter Ball—Jan 24 
Bridge Clubs, Best Deal for—Oct 14 
Bridge Clubs on TV—Oct 18 


Bicycle Games, 10 Favorite—May 16 


C 





alifornia Conference—Jan 23 

‘alorie Burners—July 18 

‘amp Directory—Apr 26 

ard Party Ideas—Jan 26 

‘hampions Safari—Dec 10 

‘hamps, Industry, 1961—Dec 16 
harlotte Workshop—Jan 23 

compensation, Workmen’s: 
Compensation Awarded—May 22 
No Compensation for Bowler—Jan 19 
Thin Line of Distinetion—Feb 24 
onference and Exhibit: 
Conference Highlights—June 18 
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1961 Conference Plans—Jan 22 
Conference Planners—Dec 13 
Conference Program—June 19 
Four Important Days—May 11 
Go to Chicago—Apr 22 
Highlights of 20th Conference and 
Exhibit—Aug 6 
Coin Clubs, Five Million Collectors 
Cookin’, What’s—Apr 20 


Nov 8 


D-E 


Detrick, Ray, Industrial Recreation Sportsman 
of the Year—Jan 10 
Does Industrial Recreation Pay? (five part 
series)—Jan 8, Feb 14, Mar 12, Apr 10, 
May 14 
Eastman Kodak, 50 Years of Recreation—Apr 
16 
Editorials: 
The Employees Speak—Dec 4 
Family Feuds or Cooperation ?—June 54 
How to Convert Free Riders—July 4 
Industrial Recreation Sickness—Aug 4 
Industrial Recreation? That's Only Half the 
Story—Sept 26 
Twenty Years of Progress—June 6 
Why Did Your Company Join NIRA 
Dec 7 
also see Top Management Speaks 








. 
I 


Facilities: 
Acquire Camping Site—Sept 20 
College Campus for a Factory 
Facility Catalogs—Oct 22 
Instant Ice Rinks—Nov 16 
Marina Designers—Aug 21 
500,000 Park Visitors—Aug 14 
Playgrounds Go Compact—Sept 24 
Start Work on LERC Center—June 52 
Swimming Pool Guide—Aug 21 
Films: 
Basketball Coach Training Film 
Film Catalog—Jan 26 
Film Classies Club Sept 20 
Fishing Travelogs—Sept 26 
Free Movies. Slidefilms—Oct 22 
Free Travel Films—Sept 25 
Hollywood Film Catalog—June 49 


Noy 12 


Mar 35 





‘man 


part 
> 10, 


Apr 


f the 


~ 
ur 





Hunting, Fishing Films—Mar 35 
Institute Films Now on Rental—Apr 26 
New Free Film Catalog—Apr 26 
Outdoor Film List—Feb 23 
Pro Football Films—June 49 

Fishing: 
Champions’ Safari—Dec 10 
Crown Industry Fishing Champs—Oct 17 





Entries Now Open in NIRA Fish-A-Rama— 


June 46 
Fishing Tips—June 49 
Ice Fishing Increase—Apr 24 
10 Million Sportsmen—Oct 21 
Postal Fishing Underway—July 8 
Win a Fishing Trip—Aug 20 
Fitness, All Out for—Apr 6 
Flick-Reedy Corp., Small Company Break- 
through—Mar 8 
Friday Night Tycoons—May 8 
Fun Fair—Sept 10 


G 
Gardening: 
Show Off Those Green Thumbs 
Blooming Success—Sept 20 
Gift Ideas—May 23 
Golf: 
Announce Midwest Golf Dates—Apr 19 
Archery Golf—Oct 16 





July 16 


From Little Duffers, Tomorrow's Champs— 


Apr 8 
Last Call for Midwest Golf—July 8 
National Golf Week—Feb 24 
Need 24,000 Golf Courses—Sept 24 
New Golf Flight System—June 52 
New High in Golf Courses—Feb 19 
Tax Reprieve for Golf—Jan 24 
Youngstown Sheet Takes Midwest Golf 
Sept 22 


Golfless Country Clubs—May 47 





H-I-J 


Handicapped, Activities for: 
No Handicaps in Sports—Feb 6 
Silent Stars—Aug 19 
Wheelchair Jets Score—Sept 16 
Helms Award: 
Helms Award—Jan 22 
Helms Award Deadline—Apr 22 
1961 Helms Award Winners—Aug 12 
Industry’s Highest Recreation Honor 
June 48 
3M’s Key to Suecess—Nov 6 
State Farm’s Winning Formula—Oct 6 
Story of a Champion, Aerojet-General 
Corp.—Sept 6 
Tournament Time—Feb 21 
Investment Clubs: Friday Night Tycoons 
Apr 8 


Judo, A Way to Keep Fit—Oct 12 





K-L-M 


Kohler, Junior Archery Scores for 
Little League, see Baseball 
Lunch Hour, Enjoying the—Nov 18 
Mexico with NIRA’s Photo Contest Winner 
July 10 
Milwaukee IRC Hits 100—June 53 
Minnesota Mining & Mfg. Co., 3M’s Key to 
Success—Nov 6 
Music: 
Industrial Music Workshop—Feb 19 
Oldest Industrial Band ?—Oct 18 
Symphony in Statistics—Feb 12 


Mar 26 





N 


National Industrial Bowling Tournament, see 
Bowling 

NIBL, see Basketball 

NIRA Events and Activities: 
Board of Directors—June 40 
California Conference—Jan 23 
Certification Underway—Dee 13 
Champions’ Safari—Dec 10 
Charlotte Workshop—Jan 23 
Conference and Exhibit, see Conference 
Elect Bob Turner President—Aug 10 
Employee Photo Contest, see Photography 
Fish-A-Rama, see Fishing 
Helms Award, see Helms Award 
Incorporate NIRREF—Dec 13 
NIRA Board in Action—Dec 13 
NIRA-NRA Postal Shooting Matches, see 

Shooting 
Professional Recognition (CIRA)—Sept 8 
Region III Conference—Feb 19 
Regional Meetings—Apr 23 
Regional Meetings—Dec 13 
State Chairmen—June 42 
Tournament Time—Feb 22 
Travel Council Meets—Dec 13 
USC Junior Wins NIRA Scholarship- 
Aug 17 


Well Done, President Frowein—June 44 


Pp. 
I 





Photography: 
Entries Open in NIRA Photo Contest 
July 12 
Film Classics Club—Sept 20 
Mexico with NIRA’s Photo Contest 
Winner—July 10 
Open Division Photo Winners 
Photo Deadline Near—Nov 15 
Photo Hunting—Dee 20 
Photorama—Jan 13 
Recreation Division Winners 
Slide Makers Catalog—Jan 26 
Picnics: Fun Fair—Sept 10 


Mar 14 


Mar 16 


R 


Railroading: Scratch-Built R. R.—June 8 
Recreation Quotient, What's Your?—Jan 21 
Research Reports: 

Does Industrial Recreation Pay? (five part 
series)—Jan 8, Feb 14, Mar 12, Apr 10 
and May 14 

The Man, The Job, The Pay—Dee 8 

Retirement Preparation—Aug 16 

Softball Survey—Sept 21 

Symphony in Statistics—Feb 12 

12¢ of Every $1 Go for Leisure—Oct 10 

What Interests Should Boys’ Programs 
Meet—June 16 

Retirement: 

Retirement Preparation 

Senior Bowling—Oct 8 

They Don’t Retire From Sports 





Aug 16 


Jan 6 


i 
Ne) 





Salary Survey: The Man, the Job, the Pay 
Dec 8 
Seratch-Built R. R.—June 8 
Sellers, Harry, In Memoriam 
Shooting (hunting): 
Armco Trap Shoot—July 8, Oct 20 
Cash for Shooting Promotion—Mar 40 
Champion Paper Wins Trap Title—Oct 20 


Aug 19 


Champions’ Safari—Dece 10 


Choke That Crooked Gun—July 13 


How to Plan a Turkey Shoot—Jan 26 
Open Season for NIRA Shooters—Jan 14 
Photo Hunting—Dec 20 
Postal Shoot Tops Records—Aug 18 
Postal Shooting Deadline—Apr 22 
A Real “Shootin’ Club”—Nov 10 
Shooter Insurance—Nov 14 
Shooting Clinic Trains Teens—Apr 12 
Shooting Tips for Ladies—Jan 26 
Tournament Time—Feb 21 

Simpson, George, Honor—Jan 19 

SFK Sells “Plus” Factor—Mar 40 

Ski Lift Specifications—Mar 35 

Ski, 500 Resorts—Feb 23 

Small Company Breakthrough—Mar 8 

Softball: 
Industrial Slow-Pitch Rules—Mar 39 


Softball Ideas Bat in Results 
Softball Champs—Nov 14 
Softball Survey—Sept 21 
Sports, No Handicaps in—Feb 6 
Sports Sales Record—Feb 25 
Sports, They Don’t Retire From 
Sports Trends—Mar 40 
Sportsman of the Year—Jan 10 
Spring Sports Planner—Apr 14 
Stamp Clubs: Five Million Collectors 
Nov 8 
State Farm’s Winning Formula 
St. Louis IRC. Form—July 8 
Symphony in Statisties—Feb 12 


Mar 25 


Jan 6 


Oct 6 


T-Y 


Tax Reprieve for Golf—Jan 24 
Tennis Promotion Kit—June 49 
Texas Size Happiness Pill—Feb 22 
Tips for Party Planners—Mar 28 
Top Management Speaks: 
Bennett, W. M., Minnesota Mining & Mfg. 





Co.—Nov 4 
Bensinger, B. E.. Brunswick Corporation 
Jan 4 


Burgess, Carter L., American Machine & 
Foundry Co.—Feb 4 
Clark, John B.. Norair Division, Northrop 
Corp.—May 6 
Flick, Frank, Flick-Reedy Corp.—Mar 6 
Hillerich, John A.. Hillerich & Bradsby 
Co.—Apr 4 
Mitzner, Paul L., State Farm Insurance 
Companies—Oct 4 
Rude, A. H., Aerojet-General Corp. 
Sept 4 
Trampoline, Yes It Is a 
Trampoline Wall Charts 
Travel: 
Around the World in the Company 


June 47 
Oct 22 


Auditorium—Sept 14 
Big Travel Plans for USDA—Jan 19 
BFG Plans Four Tours—Feb 19 
Holiday Trend Apr 24 
May Change Charter Policy—Jan 24 


Mexico with NIRA’s Photo Contest 
Winner—July 10 


More Family Vacations—Nov 16 
Mystery City Contest—Apr 19 
New Plan Beats Charter—Apr 18 
Nonskeds in Trouble—Dee 22 
Still More Travel—Mar 38 
Travel’s Big Year—Sept 24 
Travel Council Meets—Dee 13 


Travel Plans—Nov 14 
Travel Plans—Dee 20 
Travel Trends—July 18 


What's Your Travel Quotient ?— Feb 26 
Winter Vacations Popular—Feb 19 
Vending Directory—Feb 23 
Youth Leagues Strike Out—May 12 
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National Industrial Recreation Association 


BYLAWS 


ARTICLE I—NAME 


Section 1—Name: This Corporation shall be known as the National 
Industrial Recreation Association. It shall be a non-stock, non-profit 
corporation. 

Section 2—Offices: The principal offices of the Association shall be 
in such locations as may be determined by the Board of Directors 
from time to time. 

Section 3—Insignia: The Association shall have such official insignia 
as the Board of Directors may determine. 


ARTICLE II—PURPOSE 


Section 1—Aims and Objectives: The aims and objectives of the As- 
sociation shall be to further the development of employee recreation 
as a benefit to the community, to industrial and commercial firms 
and to their employees; and as a means of improving relations be- 
tween management and employees and between the employees them- 
selves. 

In order to effectuate these purposes, the Association shall serve as 
a clearing house for the dissemination of information and ideas on 
employee recreation; shall assist its members in the solution of their 
specific recreational problems; and shall perform such other services 
as may be required to bring about better understanding and accept- 
ance of employee recreation. 


ARTICLE I1II—MEMBERSHIP 


Section 1—Classification of Membership: Membership in this As- 
sociation shall be divided into seven (7) classifications, as follows: 
Type A—Company memberships shall be available to those in- 
dustrial and commercial firms and corporations or the 
employee recreation associations thereof, who are inter- 
ested in the development and maintenance of employee 
recreation facilities and programs. 


Type B—Individual memberships shall be available to individuals 
interested in Association activities and objectives who 
are not connected with an industrial or commercial firm 
or corporation or an employee organization. 


Type C—Associate memberships shall be available to industrial 
and commercial firms and corporations and to trade as- 
sociations or other organizations interested in the growth 
of employee recreation or in contributing funds for the 
development of specific projects or phases of employee 
recreation programs. 


Type D—Affiliate memberships shall be available to other associa- 
tions or organizations whose purposes are consistent with 
or related to those of this Association. These may include 
local amusement parks, sporting goods dealers, bowling 
establishments, etc. 


Type E—Honorary memberships may be conferred upon persons 
rendering outstanding contributions to the industrial rec- 
reation movement, or related fields. 

Type F—Student memberships shall be available to students major- 
ing or minoring in the field of recreation at a college or 
university where such training is offered. 


Type G—Industrial Recreation Council affiliation memberships are 
. F . . . . 
open to cities who have organized councils or associations 
comprised of business and industry in a given area. 


All applications for membership shall be subject to the approval of 
the Executive Committee. 


Section 2—Membership Fees: Annual membership fees in the As- 
sociation shall become due and payable on acceptance of a member- 
ship and thereafter on the first day of the calendar month following 
the anniversary of the original acceptance of the membership accord- 
ing to the following schedule: 
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Type A—Company Memberships: 
AA—Companies with less than 500 employees..........................$ 20.00 
A—Companies with 501 to 1,000 employees...................0.........- 35.00 
B—Companies with from 1,001 to 5,000 employees.......... . 65.00 
C—Companies with from 5,001 to 10,000 employees................. 95.00 
D—Companies with over 10,000 employees.................... . 125.00 
Type B—Individual Membership.................................---sececeseoes 15.00 
Type C—Associate Memberships.......................-. seakehcte eta oo 250.00 
(In addition to this fee, Associate Members may with 
the approval of the Executive Committee, contribute 
grants-in-aid to the Association for development of 
specific projects or phases of employee recreation pro- 
grams). 
Type D—Affiliate Memberships... 100.00 
Type E—Honorary Memberships...................... ....No fee. 
Type F—Student Memberships...........................:::ssccccssessseeeeeoees 2.00 
Type G—Industrial Recreation Council Affiliation....... 15.00 


Section 3—Rights and Privileges of Membership: All members of 
the Association in good standing shall be eligible to all rights and 
privileges of membership as established by the Bylaws and, from 
time to time, by the Board of Directors, except that: 

(a) Company members shall have the sole right to vote on affairs 
of the Association through their duly designated and ac- 
— representatives at the rate of one vote per member- 
ship. 

(b) Duly authorized officers or executives representing Company 
members shall have the sole right to hold an elective office or 
directorship of the Association. This right shall automatically 
terminate 60 days after an officer or director ceases to be in 
the employ of the company he represents, unless within 60 
days he again becomes the representative of a Company 
member. 


Non-voting branch and/or division firms are not eligible to 
vote or hold office. 

(d) Not more than two members of the Board of Directors shall 
be from the same member company or its subsidiaries. 

If the designated company representative is unable to attend 
the annual meeting, it is the member company’s duty to notify 
the executive secretary in writing 24 hours prior to the annual 
meeting, and the individual voting in his stead must be em- 
ployed by the member company for which he is voting. 


(c 


~— 


(e 


~— 


Section 4—Delinquency and Termination of Membership: Any mem- 
ber failing to pay annual dues within ninety (90) days after due date 
shall be considered delinquent and dropped from membership in the 
Association. Memberships terminated by reason of delinquency may 
be restored within the ensuing year upon payment of one year’s dues 
from the beginning of the delinquent period, upon the approval of 
the Executive Committee. 


ARTICLE IV—OFFICERS 


Section 1—Officers: The officers of this Association shall be President, 
four (4) Vice-Presidents, a Treasurer, Director of Research ant 
Education and an Executive Secretary. 

(a) The President and four Vice-Presidents shall be elected from 
the Board of Directors by the Members in good standing as 
hereinafter provided. 

(b) The Treasurer shall be appointed by the President, with the 
approval of the Board of Directors, following the annua 
election of officers. 


(c) The Executive Secretary shall be appointed by the Executive 
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Committee, with the approval of the Board of Directors, and 
shall hold office until his resignation or removal by the Board 
of Directors. 


(d) The Director of Research and Education shall be appointed 
by the President, with the approval of the Board of Directors, 
following the annual election of officers. 

Section 2—Duties of Officers Generally: The duties and powers of 
the officers of the Association shall be such as are by general usage 
indicated by the title of the respective offices except as may be other- 
wise specified by these Bylaws or prescribed by the Board of 
Directors. 


(a) President: The President shall act as presiding officer of the 
Executive Committee, Board of Directors and general meetings 
of the Association. He shall perform such other duties as are 
by general usage indicated by the title and specified or pre- 
scribed by these Bylaws or the Board of Directors. 


(b) Vice Presidents: Each Vice-President shall be placed in full 
charge of a specific phase of the general program of the As- 
sociation, with the approval of the Board of Directors, and shall 
perform such other duties as may be prescribed. 


— 


(c) Treasurer: The Treasurer shall have general supervision over 
all funds and assets of the Association and shall cause to be 
kept full and accurate records of all receipts and disburse- 
ments. He shall render to the Board of Directors, at periodic 
intervals, an account of the financial condition of the Associa- 
tion and shall prepare and submit for approval of the Board 
of Directors the budget of the Association. The Treasurer shall 
also perform such other functions as the Board of Directors may 
direct from time to time. 


(d) Executive Secretary: The Executive Secretary shall, with the 
advice and counsel of the President, Executive Committee 
and Board of Directors, be in charge of the operation of the 
Association’s executive offices and shall be responsible for and 
empowered to conduct details of Association operations ac- 
cording to policies and regulations established by the Board 
of Directors. He shall be a member, ex-officio, of the Board of 
Directors, Executive Committee and all other committees and 
maintain full records and minutes thereof. He shall give notice 
of all meetings of members or Directors when and as herein 
provided and shall! perform such other duties as may be pre- 
scribed by the Board of Directors from time to time. The 
Executive Secretary shall be bonded to an amount established 
by the Board of Directors. The Executive Secretary shall be 
required to report to the Board of Directors annually as to the 
progress of the Association since the last annual meeting. 


—_— 


Director of Research and Education: The Director of Research 
and Education shall, with the advice and counsel of the Presi- 
dent, the Executive Committee and the Board of Directors, be 
in charge of all research projects and educational activities 
of the Association and shall perform such duties as may be 
prescribed by the Board of Directors from time to time. 


(e 


Section 3—Vacancies in Office: If the office of President or any other 
elective office of the Association become vacant by death, resignation, 
disability or otherwise, the Executive Committee shall nominate one 
or more persons for the unexpired term for which the vacancy 
exists. Names of such nominees shall be submitted by referendum to 
the Board of Directors of the Association and all votes must be cast 
within the period specified in the notice of the referendum vote. No 
nominee shall be declared elected to the vacancy unless he shall 
receive a majority of the votes cast by Directors of the Association. 
In the interim period the office of President shall be filled by the 
immediate Past-President. 


Section 4—Term of Office: All elected officers of the Association 
shall serve for a period of two years or until their successors are 
duly qualified and elected. The Treasurer and Director of Research 
shall serve for one year or until a successor has been appointed. 
The President of the Association is eligible for re-election as presi- 
dent five years after the year of his previous election to the office of 
president. 


ARTICLE V—DIRECTORS 


Section 1—Number of Directors: The control of this Association 
shall be vested in a Board of Directors which shall consist of duly 
elected board members of the Association in good standing, the 
immediate Past-President, and the duly appointed Director of Re- 
search and Education and the Treasurer. 


Section 2—Duties and Powers of Directors: It shall be the duty 
of the Board of Directors to control and direct the affairs of the 








Association and its property. It shall have the power to perform 
such other functions as are generally indicated by its name and 
do all lawful acts and things as are not, by these Bylaws, directed 
to be exercised by the members. 


Section 3—Vacancies on the Board of Directors: If, for any reason 
whatsoever, a Directorship of the Association becomes vacant, the 
Executive Committee shall nominate one or more persons for the 
unexpired term for which the vacancy exists and submit such nomi- 
nations to the Board of Directors for referendum vote. No nominee 
shall be declared elected to the vacancy unless he shall receive a 
majority of the qualified votes cast within a period specified in the 
notice of such vote. 


Section 4—Term of Office: The elective Directors of the Association 
shall serve for a period of two years or until their successors are duly 
qualified and elected at the annual regional meeting. The total 
number of Directors will be based on the number of company 
memberships within each region, as of 24 hours prior to the day of 
the annual regional meeting, not to exceed a total of four Directors 
per region. 


(a) Regions with up to 50 member companies shall be repre- 
sented by a total of two (2) Directors. 
(b) Regions with 51 to 75 member companies shall be repre- 


sented by a total of three (3) Directors. 
Regions with 76 to 100 member companies shall be repre- 
sented by a total of four (4) Directors. 


(c 


Section 5—Eight Geographic Regions: For voting purposes the eight 
geographic regions of the United States, Canada, Saudi Arabia 
and Mexico, are as follows: (See map on page 4.) 


Region One (East): The States of Maine, New Hampshire, Ver- 
mont, Massachusetts, Connecticut, Rhode Island, New York, New 
Jersey and Saudi Arabia. 


Region Two (Mid-East): The States of Pennsylvania, Maryland, 
Delaware, Ohio, Kentucky, Virginia, West Virginia and District 
of Columbia. 

Region Three (Midwest): The States of Michigan, Indiana and 
Illinois. 


Region Four (South): The States of Tennessee, North Carolina, 
South Carolina, Mississippi, Alabama, Georgia and Florida. 


Region Five (Northwest): The States of Wisconsin, Minnesota, 
Iowa, North Dakota, South Dakota, Nebraska, Montana, Wyoming, 
Washington, Idaho, Oregon and Alaska. 


Region Six (Southwest): The States of Kansas, Missouri, Okla- 
homa, Arkansas, Texas, Louisiana and Mexico. 


Region Seven (West): The States of California, Nevada, Utah, 
Arizona, Colorado, New Mexico and Hawaii. 


Region Eight (Dominion of Canada): The Provinces of Alberta, 
British Columbia, Manitoba, New Brunswick, Nova Scotia, Ontario, 
Prince Edward Island, Quebec, Newfoundland and Saskatchewan. 


ARTICLE VI—MEETINGS 


Section 1—Annual Meeting: The time and place of the annual 
meeting of the Association shall be determined by the Board of 
Directors or, at their direction, by the Executive Committee. 


Section 2—Special Membership Meetings: Special meetings of the 
membership may be called by the President with the approval of 
the Board of Directors, by the Board of Directors, or by any 
elected officer of the Association at the written request of not 
less than forty (40) per cent of the members in good standing. 


Section 3—Directors’ Meetings: The Board of Directors shall meet 
on dates to be determined by it, upon call of the President, or by 
any elected officer of the Association at the written request of 
not less than forty (40) per cent of the qualified Directors. 


Section 4—Notice of Meetings: Notice of all meetings of the As- 
sociation or its Board of Directors must be issued by the Executive 
Secretary not later than thirty (30) days in advance thereof. If 
such be a special meeting, said notice must be accompanied by a 
statement of the purpose of such meeting and no other business 
shall be considered other than that specifically stated. 


Section 5—Quorum: A quorum for any duly called regular or 
special meeting of the Association shall be twenty (20) per cent 
of the members in good standing. A quorum for any regular or 
special meeting of the Board of Directors shall be a majority of 
the qualified Directors. A simple majority of the accredited votes 
cast at any regular or special meeting of the membership or Board 
of Directors shall be necessary for the approval of any questions 
except as otherwise provided in these Bylaws. 
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ARTICLE VII—COMMITTEES 


Section 1—Executive Committee: There shall be an Executive 
Committee composed of the President, the Vice-Presidents, the 
Treasurer, the immediate Past-President and the Executive Secre- 
tary, the latter ex-officio. The Executive Committee shall meet on 
dates to be determined by it, upon the call of the President or 
by a majority of its number. During intervals between meetings 
of the Board of Directors the Executive Committee shall advise 
with and aid the individual officers of the Association and shall 
generally perform such duties and exercise such powers as may 
be delegated by the Board of Directors. A quorum for any meeting 
of the Executive Committee shall be a majority of that committee. 


Section 2—Advisory Committee: The President shall appoint an 
advisory committee of not less than three individuals from the 
past-presidents who shall be available for such duties as he may 
assign. 

Section 3—Nominating Committee: The President shall appoint 
the Chairman of the Nominating Committee not less than ninety 
(90) days preceeding the annual meeting of the Association. The 
chairman shall choose his own committee, of not less than five (5) 
members, from among the members in good standing giving due 
consideration to the geographical distribution of the membership. 
The committee should also represent a true cross-section of the 
membership as far as is possible. The Nominating Committee shall 
solicit suggestions from the membership and present a suggested 
slate of officers to be voted upon at the annual meeting. (This is 
done by the most recently elected regional director who polls his 
region and reports the results to the chairman.) 

Section 4—Resolutions Committee: A Resolutions Committee shall 
be appointed by the President at such time and in such manner 
as he may determine except that the Chairman shall be named 
with the approval of the Executive Committee. 

Section 5—Other Committees: The President shall have the power 
to appoint such other special or standing committees as may be 
deemed necessary to the best interests of the Association except 
as may be otherwise provided by these Bylaws. 


ARTICLE VIII—ELECTIONS 

Section 1—Recommendations: Sixty (60) days prior to the annual 
meeting the Executive Secretary shall issue, to all members in good 
, standing, announcement of the appointment of the Chairman of 
the Nominating Committee, and invite written recommendations for 
all elective offices and directorships of the Association which shall 
become vacant at the forthcoming annual meeting. Such written 
recommendations, to be considered by the Nominating Committee, 
must be received in the Executive Offices of the Association not 
later than ten (10) days prior to the annual meeting. 

Section 2—Number of Nominees: The Nominating Committee shall 
nominate not less than one candidate for each elective office and 
directorship of the Association, Immediately following the report of 










































the Nominating Committee, in the order specified herein, additional 
nominations for the Board may be made from the floor by Voting 
members located in the same region as the person they nominate, 
All present elected Board members and incoming directors, except 
the president, are eligible to run for the presidency. Potential candi. 
dates for President will file their credentials at the National Office 
at least sixty (60) days prior to the annual meeting. Credentials to 
include company approval, NIRA record, biography and recent photo. 
graph. In the event that no candidate or only one files his intention 
to run for this office, nominating chairman shall act to select accept. 
able candidates. No person shall be nominated for any office or 
directorship without that person’s consent. 

Section 3—Order of Nomination and Election: The order of nomina- 
tion and election shall be as follows: 

(a) Directors at eight (8) scheduled regional meetings, preceding 
annual meeting. 

(b) President at annual meeting. 

(c) Four (4) Vice-Presidents at annual meeting. 

Section 4—Voting: Voting shall be by written ballot except where 
the number of candidates does not exceed the number of vacancies, 
President: The candidate receiving the highest number of votes for 
the office of President shall be declared elected. 

Directors: The candidate for Director in each of the Eight Regions 
receiving the highest number of votes cast in his Region at the annual 
regional meeting shall be declared elected. 

(a) If three Directors are to be elected, the two Directors receiving 
the greatest number of votes will be elected for two year terms 
and the third Director will serve for a one year term. 

(b) If the President-elect has an unexpired Board term, it will be 
filled auiomatically by the runner up in his region's election 
of Directors. 

Vice-Presidents: If the number of candidates for Vice-Presidents 
exceeds four (4), then the four receiving the highest number of votes 
shall be declared elected. 


ARTICLE IX—AMENDMENTS 


Section 1—Amendment by Meetings: These Bylaws may be 
amended at any meeting of the Association upon the affirmative 
vote of two-thirds of the accredited members present and entitled 
to vote provided that a copy of the proposed amendment for con- 
sideration at such meeting shall have been mailed, together with 
notice of the time and place of said meeting, to every member in 
good standing not less than twenty-one (21) days prior thereto. 
Section 2—Amendments by Referendum: These Bylaws may also 
be amended by referendum upon the affirmative vote of two-thirds 
of the members voting, provided that the form, content and dates 
of such referendum shall have been approved by a two-thirds 
majority of the Board of Directors, and provided that a copy of 
the proposed amendment shall have been mailed to each member 
in good standing not less than twenty-one (21) days prior to the 
deadline for such vote. 
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BOWLING WORKS FOR INDUSTRY AND BUSINESS 


8:00 O'CLOCK 


IN THE MORNING: 
andt you work trom midnight TIME TQ BOWL AT G.E! the cast expensive compen 


’til eight, you bowl in the morn- sponsored sports. Bowli 
ing. The morning league is just one of 22 different leagues builds teamwork! Let bowling work for you! 

at General Electric. “We don’t want leagues to represent If you would like more information on how to orga 
a department,” says Mr. Frank Ricci, Recreation Special- ize bowling league activities for your company, write 
ist at G.E. “Our employees like to meet people they don’t Brunswick Corporation, Box A, Recreation Departme: 
ordinarily work with, and bowling is among our leading 623 South Wabash Avenue, Chicago 5, Illinois. 


sports in bringing people together.” The No.1 name in Bowling @ 
Bowling builds friendships. It creates teamwork and a 


spirit of loyalty that makes for closer company relation- ULNA Ul 4 


ships year after year. Only bowling has such universal 


appeal for the young and old, men and women, novice and Cc Oo at P O R AT } Oo 




















